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It is our privilege to release this special edition of EFMD’s Global Focus: ‘Making 
Brand Asia – The international toolkit’, at the most influential and sought-after 
platform for Education in India: FICCI Higher Education Summit 2015. 

The strong alignment and recent partnership of EFMD, which has a successful 
history of more than four decades, acting as catalyst for excellence in the field  
of management education, and FICCI, which is the most authentic voice of 
India’s business and corporate world, will lead to a new dimension in the world 
of education, based on a promise of brand. A brand which stands for high quality, 
excellence, innovation, internationalisation and sustainability. 

Recently, at the Make in India campaign, the CEO of Lockheed Martin India, quoted 
‘India as an epicenter of innovation’ and my thoughts strongly resonate with him. The 
Make in India concept initiated by our respected Prime Minister Shri Narendra Modi has 
been extended by us, to Making Brand Asia in the most creative industry of today – 
education and research. 

Asia is the rising superpower and is achieving roaring success in various sectors. It is 
the market of today and the future. According to Bloomberg’s survey of economists, 
the world is expected to grow at 3.2% in 2015. China, Philippines, Kenya, India and 
Indonesia, which together make up about 16 % of global GDP, are all forecast to grow 
more than 5 % in 2015. Higher education is playing a pivotal role in driving Asia forward. 

This magazine provides an insight on how the western education industry has 
developed their successful brands globally and what is missing in India and Asia 
that we need to focus on to build global brands of the future. The International tool 
kit is a systematic approach that would require global students, faculty, creating 
original research, a robust far-sighted strategy, industry linked curriculum, foreign 
languages, diversity in programmes and global partners. Dignified authors from 
esteemed institutes have shared their thoughts and experiences in this issue.

Most business schools claim themselves to be global, but are they really? Critics accuse 
business schools of doing irrelevant academic research, doing a poor job of preparing 
students for management jobs or lacking in values in ethical guidance. For all the 
above reasons, schools have turned to accreditation to demonstrate their worth and 
provide quality assurance to their stakeholders. Accreditation can certainly have  
a significant impetus on the development of a school’s brand and reputation. This 
edition helps the reader to understand the importance of accreditation and of 
organisation like EFMD that provides accreditation.

With the hope that you will think loudly on the challenges, solutions and ideas on how 
to Make Brand Asia, I open this issue for you.

Nishit Jain 
Senior. Advisor, EFMD 
nishit.jain@efmdglobal.org

We would like to acknowledge our partners FICCI, especially the outstanding work of Mrs. Shobha  

Mishra Gosh, Mr T V Mohandas Pai, Rajesh Pankaj, Mrs. Indira Parikh and Prof. Rajan Saxena.
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Making Indian  
higher education 
globally relevant  
and competitive
India is blessed with benign demographic and other resources that bode  
well for its economic future. But, say Mohandas Pai (Chair of the FICCI Higher 
Education Committee and Chairman, Manipal Global Education) and Shobha 
Mishra Ghosh (Senior Director, FICCI), these need to be linked to sufficient 
investment in higher education
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Indian Prime Minister Narendra Modi’s vision for 
his country as a global economic leader resonates 
well with his domestic and foreign policy. 

While his articulation of that vision has translated 
into various flagship government initiatives such  
as Make in India, Digital India, Skill India, Swachh 
Bharat and Swasth Bharat, he has given equal 
importance to making India’s presence felt across 
the world through his well-strategised foreign visits. 

However, similar strategies to those adopted for 
bilateral negotiations for attracting foreign direct 
investment (FDI) and easing of trade barriers for 
Indian business need to be applied to Indian 
education and research to make it globally relevant 
and competitive.

Unfortunately, for more than six and a half 
decades, we have been guided by an inward, 
protectionist, control-oriented attitude towards 
education albeit with the best of intentions. 

The result is the world’s largest education system 
in terms of institutions and second largest in terms 
of student enrolment but of poor quality and 
largely unknown to the world apart from the IISc, 
IITs & IIMs. 

The paradox is that while our top talent go to 
developed countries to study, innovate, carry out 
research and add intellectual as well as economic 
value to these countries we have been averse to 
overseas students coming to India. 

An estimated 300,000 Indian students are studying 
abroad spending over $10 billion while our 
institutions are starved of funds. We need a strategy 
to attract hundreds of thousands of overseas 
students to study here and empower our education 
institutions to go overseas in large numbers.

By 2035, India is expected to be a 10 trillion dollar 
economy and have a working-age population of 
about 650 million. To reap greater results from 
this demographic windfall, we need transformational 
and innovative interventions across all levels of 
education. 

The growth in the manufacturing and services 
sectors will create a demand for sophisticated 
workers, innovators and thinkers in a globally 
connected and dynamic economy. Countries 
such as China, South Korea and Singapore have 
all transformed from developing to advanced 
economies in a short space of time to become 
globally competitive due to strategic planning 
and a broad vision that correlated economic 
development to reforms of the education sector. 

By 2035, India is expected to be a  
10 trillion dollar economy and have 
a working-age population of about 
650 million. To reap greater results 
from this demographic windfall,  
we need transformational and 
innovative interventions across  
all levels of education

300k
An estimated 300,000 
Indian students are 
studying abroad 
spending over $10 
billion while our 
institutions are 
starved of funds

While India has reformed industry, our policy 
towards education is antiquated.

While we acknowledge that the government has 
proposed, and is also taking, several measures to 
improve the system, there are several facilitating 
steps it could follow to make the Indian higher 
education system better. Institutions on their part 
need to adopt transformative and innovative 
approaches to become globally relevant and 
competitive. 

All this needs fully empowered institutions and a 
shift from a mindset of control to one of facilitation.

FICCI Vision 2030 envisages transforming the 
higher education sector into three tiers:

Foundation institutions imparting wide range 
of courses and skills relevant to local industry/
community

Career-focused institutions offering professional/
technology courses for industry-ready graduates 

Research-focused institutions producing 
cutting-edge research and knowledge 

The key to success here is to have a flexible 
regulatory framework to enable each type of 
institution to excel in their areas of expertise and 
allow them to innovate, transform and create an 
international brand as long as they follow the norms 
and are transparent with the output being monitored. 

Making Indian higher education globally relevant and competitive by Mohandas Pai and Shobha Mishra Ghosh
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To position India prominently on the global 
education map, the FICCI recommends that:

•  one hundred public and private institutions be 
identified and facilitated to work towards improving 
their global standing with a target of 20+ Indian 
institutions in the top global 200 by 2030 

•  a “National Framework of Ranking of Universities 
and Colleges” suited to local conditions, 
circumstances and requirements be established 
with the first ranking results announced by 2017 
and higher education institutes encouraged to 
participate 

As in the past, we need to enter into mentoring 
arrangements with countries that have made rapid 
strides in the global higher education landscape. 
Simultaneously, Indian institutions, while working 
towards building research capabilities and reputation, 
need also to focus on improving infrastructure 
and the employability of graduates in the short  
to medium term to move up the rankings.

The government plans to increase the limit for the 
intake of international students by Indian higher 
education institutes (HEIs) to 15%. This intervention 
needs to be strengthened by setting up representative 
offices by 2016-2017 in target foreign countries to 
promote Indian higher education, as done by the 
British Council, Education New Zealand, Education 
USA and others. Also there should be no restriction  
on intake of foreign students as long as institutions 
adhere to the norms based on outputs and publish 
data transparently. At the same time, in order to 
attract foreign students Indian HEIs need to create 
international brands, align with global accreditations, 
and accept international test scores such as SAT,  
ACT, IELTS to admit international students, participate 
in international trade fairs and so on.

We should extend support to recruit international 
faculty and ease visa and regulatory norms for hiring 
faculty. The government is planning to recruit 1,000 
US academics to teach in various Indian universities. 
Such treaties should be signed with other developed 
countries as well and implemented with immediate 
effect. 

Indian HEIs need to offer best-in-class 
compensation, high-quality research and operational 
infrastructure, and academic freedom to attract 
top-notch international faculty. Further, they should 
manage international collaborations professionally 
and ensure adherence to rigorous governance 
standards and contracts.

15%
The government plans 
to increase the limit 
for the intake of 
international students 
by Indian higher 
education institutes 
(HEIs) to 15%

BUILDING A WEB OF INSTITUTIONS

Primary Focus:  
Research and Innovation

Primary Role:  
Addressing intellectual imperatives

Primary Focus:  
Producing industry ready Graduates 
and Post-graduates

Primary Role:  
Addressing economic imperatives

Primary Focus:  
Producing holistic education to masses; 
imparting relevant skills

Primary Role:  
Addressing social imperatives

CAREER-FOCUSED 
INSTITUTIONS

RESEARCH- 
FOCUSED 

INSTITUTIONS

FOUNDATION 
INSTITUTIONS
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Last but not the least, to address the slow pace  
of job creation, there is a need to convert our 
universities into experimentation fields for start-ups. 
The government should facilitate HEIs to partner 
with the industry to set up incubation centres with 
industry providing the risk capital, mentorship 
support and so on. 

Further, to encourage students to become 
entrepreneurs HEIs should offer them flexibility to 
opt for job after two years of graduation, giving them 
time for experimentation. The INR 10,000 crore fund 
proposed by the government to act as a catalyst 
to attract private capital is an encouraging step.

While India is well positioned to cater to the changes 
in labour market requirement – given its large 
workforce and projected labour surplus – it will 
not realise the benefits of this demographic 
dividend unless it hones the global competence 
and skills of its graduates and workforce. 

And for this to happen our HEIs need adequate 
funding, regulations that are output based and 
full freedom to act – rather than the current 
control mindset. 

ABOUT THE AUTHORS

Mohandas Pai, is Chair of the Federation of Indian Chambers  
of Commerce and Industry (FICCI) Higher Education Committee  
and Chairman Manipal Global Education. 

Shobha Mishra Ghosh is Senior Director, FICCI.

FICCI’s proposed hub-and-spoke 
model, the National Knowledge 
Functional Hubs (NKFH), which 
endeavours to create an ecosystem 
for collaboration and innovation in 
universities should be supported 
and recognised by the government

Above from top:

Mohandas Pai 

Shobha Mishra Ghosh

5
The Indian 
government needs to 
build an environment 
of healthy competition, 
facilitate quality and 
meritocratic HEIs 
irrespective of being 
public or private and 
aim to be ranked 
among the top five 
countries in terms  
of the number of  
PhDs by 2030

To transform India into a global education hub, 
entry barriers for foreign education institutions to 
set up campuses in India should be removed and 
single-window facilitation and fast-track regulatory 
clearances should be on a priority basis. This will 
attract international students not only from east  
and south-east Asia but from many developed 
economies. This will also improve global 
engagements for R&D and innovation and provide 
exposure to cultural diversity for Indian students. 

At the same time, “A-accredited” or globally ranked 
Indian HEIs should be encouraged to set up offshore 
campuses to improve quality perceptions and gain 
greater global student mindshare. Further, this would 
also enhance India’s visibility on the global higher 
education map and bring in economic and technical 
integration.

The Indian government needs to build an 
environment of healthy competition, facilitate 
quality and meritocratic HEIs irrespective of being 
public or private and aim to be ranked among the 
top five countries in terms of the number of PhDs 
by 2030. Companies should receive incentives 
through tax breaks to set up R&D facilities in 
universities and grant 200% weighted deduction 
to all research-related grants to universities/HEIs. 

One of the many reasons for the slow growth of 
manufacturing in India is the skill gap existing in fresh 
graduates. Absence of effective industry-academia 
engagement and a dismal focus on hands-on skills 
and soft skills in the higher education curriculum 
have been cited as the key reason. 

It is therefore critical for the government to facilitate 
such engagement by leveraging the networking, 
co-ordinating and mobilising abilities of industry 
associations such as FICCI. 

FICCI’s proposed hub-and-spoke model, the 
National Knowledge Functional Hubs (NKFH), which 
endeavours to create an ecosystem for collaboration 
and innovation in universities should be supported 
and recognised by the government. 

The Council for Industry and Higher Education 
Collaboration (CIHEC) to channel funds into such 
engagement (currently under discussion) should 
be set up as a national priority. 

The recently amended Apprenticeship Act should 
reflect the new realities and make apprenticeship 
mandatory not just at ITIs but also at HEIs and 
integrate it tightly with pedagogy. Further, a 
National Mission for Faculty Development should 
be launched as a national priority and provide tax 
relief of 50% on cost incurred on capacity building 
of faculty. 

Making Indian higher education globally relevant and competitive by Mohandas Pai and Shobha Mishra Ghosh
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Institutional vision for educational transformation 

World-class universities are built on the basis of a 
strong foundation that has an inspiring vision and 
a mission to fulfil that vision. 

The vision should reflect the ideals and aspirations 
of the university and universities should be created 
with a strong vision that is built around the needs of 
a society. But these needs ought to be broad-based 
and should reflect the collective imagination of  
a community. The vision of the university should 
be able to have a farsighted approach towards 
learning and imagination among faculty and 
students but should be fully conscious of the 
reality of the university’s existing challenges. 

Universities do not become world-class institutions 
as soon as they are created but evolve to become 
world-class universities through long years of work 
pursued by the commitment and dedication of 
students, faculty and staff. 

Funding and resources for universities 

World-class universities around the world are 
established and developed through a great deal  
of commitment of resources. The current system 
of a one-size-fits-all policy of funding and resource 
allocation on the basis of this classification of 
universities needs to be re-examined. There is not 
enough understanding and realisation that the 
resources that are required to build world-class 
universities are significant. 

Arguably, the precious resources that need to be 
available for universities may not, and indeed cannot, 
come from the state. It is in this context that there  
is a need for promoting private universities in India. 
Deterioration in the academic standards of public 
universities in India is due to a number of factors 
including, but not limited to, poor infrastructure at 
our university campuses, lack of motivation among 
faculty to perform, inability of universities to create  
a research environment for faculty publications, 
absence of interdisciplinary programmes for 

India has all the potential to create world-class universities, says C Raj Kumar, Founding Vice 
Chancellor of OP Jindal Global University (JGU). But it still has many obstacles to overcome

T
he debate on the state of affairs of higher 
education in India ought to be a serious one. 
It cannot be based upon our reluctance and 
inability to recognise the institutionalised 

forms of mediocrity that are deeply embedded in 
many of our higher education institutions. 

There is widespread recognition today that more 
than ever the higher education institutions in India 
have a long way to go to achieve the international 
benchmarks that will help us to promote global 
excellence. 

In an alarming article published in The Times of India 
recently, it was observed that over 23 lakh (230,000) 
candidates had applied for 368 positions of peons 
(office attendants) advertised by the government  
of Uttar Pradesh. The applicants included those  
with degrees such as BTech, MSc and MCom 
besides 255 candidates with PhD degrees. Many 
States in India suffer from this situation where there is 
little correlation between the academic qualifications 
obtained and the jobs that the candidates are seeking. 

The heart of this problem is the poor quality of 
higher education and the inability of institutions to 
empower students in fulfilling their career aspirations. 
The history and evolution of higher education in 
India demands a careful examination of the reasons 
for our failure to establish, nurture and develop 
world-class universities. 

The issue of deterioration in academic standards  
in most Indian universities is indeed a matter of  
great concern. In this context there is a need to 
understand and reflect upon what is needed to 
build world-class universities in India. How are they 
established, nurtured and developed over the years, 
decades and centuries? What makes a university 
world class? What ought to be the parameters to 
assess the quality of universities and should they  
vary from society to society? What ought to be the 
internal governance structure of those universities? 
What should India do to build world-class universities?

BUILDING WORLD-CLASS 
UNIVERSITIES IN INDIA: 
INSTITUTION BUILDING  
FOR NATION BUILDING
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255
The applicants 
included those  
with degrees such  
as BTech, MSc and 
MCom besides  
255 candidates  
with PhD degrees

230k
An article published 
in The Times of India 
observed that over 
230,000 candidates 
had applied for 368 
positions of peons 
(office attendants) 
advertised by the 
government of Uttar 
Pradesh
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students, lack of innovation in curriculum and course 
design, inadequate compensation for faculty and 
faculty development initiatives, and a bureaucratic 
and hierarchical governance structure that does not 
motivate faculty members to perform. 

However, the establishment of private universities 
in India has not led to positive change in the quality 
of education. Rather, private universities in general 
in India have been, unfortunately, equated with all 
the problems of the public universities. They have 
fostered a culture of mediocrity and dubiousness, 
both of which have led to adverse consequences 
for higher education. 

There is an urgent need for a paradigm shift in the 
availability of funding and resources. 

For example, resources for pursuing research and 
knowledge creation leading to publications should 
not be given on the basis of whether a university is 
public or private. It should be based upon the nature 
of faculty and research capacities that are prevailing 
in the university and how best to augment those 
available resources with a view to advancing 
research agendas. 

Regulatory reforms and governmental 
engagement 

The role of government in higher education and 
university governance deserves a critical examination. 
At present in India, the role of government in the 
case of state universities is significant and the higher 
education department of state governments is 
deeply involved in every aspect from the creation of 
a university to granting of approvals and permissions 
that need to be obtained for administering it.

This poses problems for university governance. 
The existing framework for the establishment of 
a university (public or private) in India require 
legislation passed in the state legislative assembly 
or the national parliament or through a decision 
of the University Grants Commission (UGC) and 
the Ministry of Human Resource Development, 
Government of India. 

There are elaborate procedures that are in place 
led by the higher education departments within 
state governments that are involved in every 
aspect of institution building even before the 
creation of a university. 

While this is argued to be necessary to maintain high 
academic standards, there is a need to recognise 
that once a university is established the role of 
government departments and agencies will have 
to undergo a significant change. 

The need to seek approval and permission from 
government departments to start new academic 
programmes or new disciplines should be dispensed 
with so that the internal governance mechanisms of 
a university are activated to work effectively. 

999
The importance  
of stronger private 
initiatives in the  
field of higher 
education has been 
acknowledged and 
path-breaking 
measures such as  
free land for 999  
years, a 300% 
deduction in taxable 
income to companies 
for contributions 
towards boosting 
higher education have 
been recommended.  
It has also suggested 
that mandatory 
accreditation is 
essential for Indian 
universities

There is a fear that in the absence of external checks 
and balances, universities will exercise power in an 
arbitrary manner and offer courses and programmes 
devoid of academic content. 

This argument is problematic at different levels: 

•  it distrusts the university as an academic institution 
that is expected to act with a sense of responsibility

•  it creates an atmosphere of suspicion and 
animosity where faculty members of a university, 
who are expected to take critical decisions relating 
to the academic programmes, are not in a position 
to drive the academic agenda

•  it creates opportunities for vested interests and 
corruption at the level of government departments 
exercising such powers. 

One of the better ways to deal with this problem 
is to make the process of establishing a university 
more rigorous and transparent. The necessary 
conditions that need to be fulfilled to create a 
university should reflect the highest academic 
standards, availability of qualified faculty members 
and the necessary resources, and objective 
measures to assess the bonafide intentions of  
the promoters of private universities. 

The government’s role should be one of a facilitator 
and not that of a regulator. There is a need to 
empower departments, faculties and internal 
governance mechanisms within Indian universities 
so that they are able to take responsibility and are 
duly accountable for their decisions. Steadily, the role 
of government departments in the decision-making 
of the university should be negligible, if present at all. 
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World-class universities are not developed through 
government departments exercising powers over 
institutions; they are nurtured only when faculty 
members, students, staff and other stakeholders  
of a university are able to take decisions about the 
university in an independent and transparent manner.

Faculty development and impactful research 

Of all the important things that make a world-class 
university, it is necessary to recognise that faculty 
are the most important and the most significant. 

Outstanding faculty members who can make great 
substantive contributions to teaching and research 
create world-class universities. It is only by hiring 
and retaining inspiring teachers and rigorous 
researchers that we can hope to establish world-
class universities in India. Indian aspirations to build 
world-class universities ought to centre around the 
hiring of faculty from India and around the world. 

Teaching and research constitute the centrality of 
pedagogy of learning and primacy of knowledge in 
a university. Almost all rankings use both these as 
benchmarks for assessing the quality of universities. 
The weightage given to research tends to be more 
in the rankings of universities recognising the 
importance of research. 

Indian universities ought to become fertile avenues 
for the generation of ideas through research and 
publications. Rigorous research in all fields is critical 
to India as it will be expected to respond to new 
problems for which old solutions and perspectives 
may not be helpful. Research produces knowledge 
that gives clarity on the basis of informed and deeper 
understanding of the issues involved.

The future: the need for building transformative 
universities 

There is a need to assess universities on the basis 
of objective and determinable standards relating 
to the quality of teaching, faculty, research and 
capacity building rather than on the basis of it 
being public or private. 

It needs to be noted that some of the top universities 
in the world are private universities: Harvard, Yale, 
Stanford and MIT, while some of the oldest and 
most reputed universities continue to be public 
universities: Oxford, Cambridge and London.

The effort to promote private initiatives in higher 
education should go hand in hand with other 
equally committed efforts to strengthen and develop 
our public universities. We need to understand and 
appreciate the remarkable transformation in higher 
education that has taken place in countries in Asia, 
including but not limited to Japan, Singapore, South 
Korea, Taiwan, Hong Kong and mainland China. 

Building world-class universities in India: institution building for nation building by C Raj Kumar

There is a need to assess universities on the basis 
of objective and determinable standards relating 
to the quality of teaching, faculty, research and 
capacity building rather than on the basis of it 
being public or private
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academic consciousness among faculty and 
students to fulfil the goals and aspirations of the 
university but also to reflect on the larger role 
and responsibilities of Indian universities that 
connect them with the professions, government, 
intergovernmental organisations, think tanks and 
NGOs. 

Leadership is also about taking responsibility and 
being accountable for one’s decisions. 

Unfortunately, the existing model of governance 
of the Indian university system has not recognised 
leadership in universities as a critical aspect of 
building world-class institutions of excellence. 

India’s aspiration to establish world-class universities 
will depend upon our commitment to create and 
nurture transformational institutions that will inspire 
young minds with the spirit of enquiry and instil in 
them the flame of imagination.

For a more detailed article on this subject, see C Raj 
Kumar, “Building world class universities in India”, 
Seminar, January 2014. 

A committee constituted by the Planning 
Commission and headed by the then Chief Mentor 
of Infosys, Mr Naryanamurthy submitted a report 
that focused on the role of the corporate sector in 
higher education. 

This committee acknowledged the importance  
of stronger private initiatives in the field of higher 
education and had recommended path-breaking 
measures such as free land for 999 years, a 300% 
deduction in taxable income to companies for 
contributions towards boosting higher education 
and 10-year multiple entry visas for foreign research 
scholars. It has also suggested that mandatory 
accreditation is essential for Indian universities. 

To promote greater accessibility of higher education 
to underprivileged people, the committee also 
recommended the establishment of a Scholarship 
Fund of Rs 1,000 crores (Rs 10 billion) and 
contributions made by the corporate sector to 
receive tax exemption. 

Innovative solutions need to be found in addressing 
the challenges of higher education. Corporate 
philanthropy need to be significantly promoted 
as the private wealth of India has not adequately 
contributed to the growth and development of 
not-for-profit higher education. 

There is an urgent need in Indian universities to 
reflect on the crisis of leadership and its inability  
to seek reforms relating to institution building. 
Leadership is central not only for providing an 
institutional vision that will garner and galvanise 
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Business schools – and the businesses they serve – need to discover 
a “second curve” if they are to survive and prosper. By Charles Handy

The past is  
not the future
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But knowing What does not automatically guarantee 
knowing How, let alone knowing Why. 

In desperation I found myself running workshops 
in communication skills and listening exercises.  
But these were inadequate sops in what I saw as  
a wrongly focused system. I worried that we were 
turning loose clever but unskilled graduates into  
a world that desperately needed effective leaders 
and managers.

The development of our future managers was 
effectively delegated to myself as programme 
director. It was in recognition of this that I  
was promoted to Professor of Management 
Development, one of only two such titles in Britain, 
or in Europe, at the time. 

It was probably in recognition of my rarity value that 
I was asked to be one of the early Trustees of  
the newly formed EFMD, which, indeed, became 
my sanctuary and haven in those years. It would 
be interesting to know how many Professors of 
Management Development there are in this hall 
today. Few, if any, I suspect. That, I fear, is a symptom 
of one of our problems – the main purpose of  
our existence is not recognised academically  
or culturally. 

Even the research that became the focus of 
attention of most of my colleagues was not the 
ground-breaking stuff of the physical sciences but 
rather a recording and interpretation of what was 
happening in the real laboratories of management, 
the businesses themselves. Again, useful but not 
future shaping. 

In general, we followed our customers, those same 
businesses, serving their wishes and using the best 
of them as our models. We seldom wanted to 
challenge them, content to feed them with new 
entrants groomed to their ways. 

It was a strategy that made us a successful business 
but not, I felt, a transformative educational institution. 
I remember well the day when a journalist rang me 
to enquire what LBS thought of a new government 
initiative aimed at business. I heard myself saying 
“The school does not think….” before stopping 
myself and suggesting she talk to a particular 
member of the faculty. 

Then I reflected, should not the school have a view 
on current events? All that brainpower going to 
waste because we were a collection of individuals 
not a group with a view. In my more cynical 
moments I reflected that I was more truthfully the 
curator of an elite pond where the businesses came 
to fish for talent and the students came to be hooked. 

As long as my recruitment process captured the 
right sort of fish everyone was happy, irrespective 

The past is not the future by Charles Handy

W
hen I last spoke to the EFMD 
conference in 1974 my talk reflected 
my own personal dilemma. I was  
at the time the Director of the MBA 

Programme at the London Business School (although 
it was then technically still called an MSc because 
London University did not recognise the MBA as a 
graduate degree). 

I found myself presiding over a programme that I 
could not fully believe in but was unable to change. 

I had soon realised that there are limits to how much 
you can teach about the practice of management  
in a classroom. I, along with all my colleagues, had 
gone through American business schools and had 
adopted their classroom-based models as the 
prototypes for ours. 

For some reason we did not look to our  
own examples of other professional schools  
– architecture, law, medicine or accounting –  
all of which combined classroom instruction  
with a form of tutored apprenticeship. It became 
clear to me then that the MBA more accurately 
stood for Master of Business Analysis.

There is nothing wrong in that so far as it goes. The 
problem was that it did not go far enough. We were, 
in effect, training consultants not managers. And as 
future consultants, the best of our students were 
rapidly picked up by consulting firms and investment 
banks. That was not, I felt, what we were there for.

We also followed the American model along with 
the Ford and Carnegie Reports and anchored our 
school in the University of London. I had naively 
though that this would allow me to import 
occasional teachers from their faculties, such 
as those of philosophy, law and political theory 
as well as history and science, because I believed 
that business analysis needed to be enriched  
by other disciplines to provide a more rounded 
preparation for a management role. 

I soon discovered, however, that the traditional 
faculties of the university regarded us as a cuckoo in 
their nest and wanted nothing to do with us. Nor did 
my own colleagues welcome the thoughts of any 
such intrusions. What we did import, alas, was the 
university ethos, one that valued published research 
more than teaching ability for career promotion. The 
result was a school that was effectively a collection 
of subject silos and colleagues who were pushed to 
teach subjects rather than students.

One of the problems was that almost all of my 
colleagues were pure academics. They had never 
had to put their knowledge to work in businesses 
or any other organisation. 
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of what we taught them or what they learned. 
Anecdotally, past students would tell me that they 
had enjoyed a tough and stimulating educational 
experience, one that had made them more 
self-confident and had led onto a good job, but that 
they had so far found little use of anything particular 
that they had learned.  

Indeed the surveys, then as now, indicated that only 
10% of our learning came from books or study.  
No wonder, perhaps, that I was disconsolate.

That was more than 40 years ago. Since those 
pioneering days when business schools were 
hardly known outside the US they have multiplied 
around the world. 

There are now thought to be over 10,000 business 
schools overall with nearly 5,000 in India alone. The 
MBA is a global brand, with many young people 
seeing it as the necessary entry ticket to good jobs 
and big salaries. 

Clearly my misgivings did not worry anyone else. 
It is a great success story. But success can lead to 
wilful blindness and the belief that all will continue 
as it has in the past. Are they right or are  
they unwittingly on the road to Davy’s Bar?

“Davy’s Bar” alludes to something that happened 
to me some years ago and has subsequently led 
to my own “Theory of Everything”.  

One day I was driving through the Wicklow 
Mountains behind Dublin when I found myself 
uncertain about the right road to take. I saw a 
man by the roadside so I asked him if I was on 
the right road to Avoca. 

‘You are indeed,” he said, “and it’s easy, just go on 
up the hill for two or three kilometres, then down 
for a while until you cross a small bridge and  
see Davy’s Bar on the other side. You can’t miss 
it, it is bright red. Have you got that?” 

“Yes. I think so,” I said. 

“Well, half a kilometre before you get there turn 
right up the hill.”  

It sounded so clear that I drove off before I realised 
what he had said. I got to the bar, turned round  
and found the right road but as I drove on I thought 
that in life we cannot do that, miss the road and 
turn back. 

Too many businesses that I knew have ended up in 
Davy’s Bar having missed the turn to the future and 
can only reminisce about the good times and how 
they missed their opportunity to change direction.

I went on to formulate my experience as a general 
principle, the “Law of the Sigmoid Curve”, the 
curve of everything human or made by humans, 
businesses, governments even empires and,  
of course, our own lives.

Any and everything will start with an investment  
of some sort, be it money, ideas or education. More 
goes out than comes in for a time. Then the line 
picks up and grows and grows until, eventually, it 
peaks and thereafter starts to decline. The eventual 
decline is inevitable; all we can do is determine how 
long the line might be and at what place we are on it. 

That is a depressing prospect for the human race 
but there is an escape from the inevitable. We can 
start a second and even a third curve:

The trouble is that the second curve has to start 
before the first curve peaks because otherwise 
there are no resources or energy to cover the 
early investment that will start the second curve. 
Obvious that may be, but it is hugely difficult in 
practice because the need to start second curve 
thinking comes just when everything is going well, 
when all the implicit messages urge one to continue 
the status quo.

Where are the business schools on that first curve 
now? Some believe that they are nowhere near  
the peak of the curve. LBS has recently raised £100 
million to buy and refit the nearby City Hall with  
a suite of new lecture theatres, confident that life 
will go on as before only more so. 

On the other side of the ocean Richard Lyons of 
Berkeley’s Hass School estimates that one-half of 
US business schools will be out of business in less 
than 10 years. Clayton Christensen of Harvard 
reckons that half of the American universities will 
be bankrupt in 15 years. Part-time participants and 
GMAT applications are both declining. 

Meanwhile, costs are soaring, in research as well 
as teaching, with the average two-year programme 
costing $120,000, ten times the cost of one online. 
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Roger Martin, former dean of the Rotman School of 
Management at the University of Toronto in Canada, 
has calculated that the total cost of one published 
article is now $400,000 and something like $1.7 
million for one that is actually used by managers. 

Are business schools becoming just too expensive 
to survive as they are today? It is my sense,  
from perusing the excellent publications by 
Howard Thomas and others on the Future of 
Management Education for the EFMD, that most 
of the business schools of the world are at  
or maybe even beyond the peak in the curve. 

It seems beyond doubt that the schools are going 
to be hit by a disruptive innovation from the new 
online courses. In my terms, the intruders will steal 
a march on the incumbents and get to the second 
curve ahead of them. Change so often comes by 
the bypass, unnoticed until it is right there, already 
ahead of you. 

The paradox is that just when business schools 
may be beginning to hit the buffers they will 
actually be needed more than ever. Businesses 
are getting ever more complex, too big to be 
human scale and too self-absorbed to be seen  
as legitimate to wider society. 

The past is not the future by Charles Handy

These businesses also need to find a second curve, 
one that defines a new purpose, new structures and 
new values and therefore requires a new sort of 
leadership. The opportunity is there for the business 
schools to match their second curves to those of the 
corporation, but are they up to the challenge?  

They probably have five to 10 years to find that new 
curve while current programmes keep them going 
– that is the point of the overlap in the curves, it 
gives time for experiment. PepsiCo, I understand, 
does this routinely, with two groups in each division, 
one promoting the current strategy, the other 
seeking to disrupt it before others do.

So what should be the elements of that second 
curve? You are, of course, better placed than me 
to answer that. But as a concerned outsider I 
might be allowed to express a view. I have a rule 
of thumb that if a computer or the internet can do 
what you do, then let them do it and move onto 
things that they cannot do. In this case this means 
leaving a lot of the What syllabus to online courses 
and concentrating on the How and the Why. 

Essentially that means concentrating on manager 
development rather than management education 
– a subtle but crucial change of words. It means 
moving away from the university and towards 
the work organisation. 

Different faculty will often be needed, often drawn 
from outside, and different faculty reward systems 
will be needed. Maybe the business schools 
should become leadership academies to 
recognise the change in emphasis.

Second, in place of research that records/interprets 
current practice, the new academies should turn 
themselves into think tanks, exploring the future – 
of business, of capitalism, of organisation structures 
and the role of regulation and so on. 

These are big asks, which require big changes 
but my fear is that, left to continue as they are, 
the schools will become shadows of their former 
selves, slimmed down, with shorter, cheaper 
courses, poorer faculty and shabby buildings, 
relics abandoned in the sands of time.

This article is an edited transcript of an address 
by Professor Charles Handy to the EFMD Annual 
Conference, June 2015, in Brussels.

Above
In The Seond Curve, Handy 
builds on a life’s work to 
glimpse into the future  
and what challenges and 
opportunities lie ahead. 
Provacative and thoughtful 
as ever, he sets out the 
questions we all need to 
ask ourselves – and points 
us in the direction of some 
of the answers.

The Second Curve, is 
published by Penguin 
Random House and 
available in print  
and e version from  
Amazon.co.uk
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Business schools must change if they are to serve their students and society well,  
says Garth Saloner, Dean, Stanford Graduate School of Business
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in our own strategy and in particular what we think 
we can and should address, has its roots in our own 
process of curriculum reform that occurred over the 
last several years. In fact, if it were not for curriculum 
reform I don’t think we would be advancing SEED. 

Lessons from curriculum reform

We began curriculum reform in 2006. In February 
of that year our former dean put together a task 
force that I had the privilege of leading. He had asked 
us to present a proposal to him by that May so there 
was not a lot of time. 

The genesis of reform was faculty concern about 
insufficient student engagement in the educational 
experience. One of the most significant problems 
was the extreme diversity of backgrounds among 
the students. Many of them had spent their 
undergraduate time and early work careers 
preparing for business. But many others had never 
planned to attend business school and had worked 
for non-governmental organisations such as the US 
Peace Corps or Teach for America prior to entering 
business school. 

The students who had prepared for a career in 
business had already learned or had jobs doing what 
we planned to teach them, while other students did 
not have a solid foundation in management or 
business. The problem was that we were taking  
a varied student body and putting them through  
a one-size-fits-all curriculum. 

We were exacerbating the problem by the order 
in which we taught our curriculum. If I use the 
analogy of a house, we would first start with the 
foundation (economics, statistics, organisational 
behaviour), followed by the walls (accounting, 
marketing, finance) and finally we’d add the roof 
(broad general management topics), which were 
the topics many of them had come to business 
school to study. 

We decided to change many things as part of 
curriculum reform. First, we decided to start with 
the roof of the house, which was a big conceptual 
change for all of us on the faculty! 

The bet we placed, which turned out to be 
well-founded, was that in grappling with general 
management issues the students would understand 
where they had shortcomings in their understanding 
of the foundations and walls and would be highly 
motivated to address those when we later turned to 
those subjects. 

To deal with differing levels of knowledge, we also 
added menus of options to those so that our students 
could take the appropriate level foundation course 
based on their own background and experience. 

The roof includes a course on critical analytical 
thinking (CAT), which requires students to take  

J
ust over a year ago Stanford Graduate School 
of Business in California took the unusual 
step of launching an institute aimed at 
poverty alleviation. When most people think 

about relieving poverty, the next words out of their 
mouth are usually not business school. Nevertheless, 
as we undertook the process of establishing the 
Stanford Institute for Innovation in Developing 
Economies, known as SEED, we began thinking 
about how entrepreneurship and the management 
disciplines we teach could be used to make an 
impact on poverty alleviation and on other pressing 
global challenges. 

Some of the world’s biggest problems – education, 
environmental sustainability, healthcare, country 
governance, and access to food and clean water 
– are not just technical challenges; they are 
business, leadership and management challenges. 
For example, the problems of healthcare are not 
simply those of new drug discovery or medical 
device innovation but of healthcare delivery, 
including hospitals, healthcare systems and 
innovation in healthcare delivery organisations. 

Those of us in the field of business education know 
that today’s students are eager to address these 
types of challenges. The millennial students, those 
earning higher-education degrees in the 21st 
century, walking through our doors don’t just want 
to make money; they want to make a difference. 
They want to lead lives of impact and meaning  
and they see the challenges I have described as 
opportunities and as problems to be solved. And  
I believe we have the opportunity to equip our 
graduates with the skills they need to meet those 
challenges. It is an exciting prospect and it is what 
energises me for my job every morning.

I realise this view may not obviously fit with our 
day-to-day thoughts as business school deans, 
senior administrators or even faculty members. In so 
many ways our business schools feel beleaguered, 
challenged and stressed. The prolonged global 
economic crisis and the Occupy movement have 
put business schools under intense scrutiny. 

Internally, we face curricular pressures and the need 
to adjust our programmes to meet the demands of 
a changing student body. We face new competition 
and a changing industry environment that is different 
to what it was just a decade ago. The return on 
investment of the business school programmes  
we offer is also being questioned, a business model 
that is likely to be enormously impacted by online 
education.

However, despite all of the challenges we face, I 
remain optimistic about the role of management 
education. And for Stanford University, I think the 
challenge of poverty alleviation could and should 
be a significant part of our mission. The change 
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a position each week on a business case – pro or 
con – and defend that position by facing intensive 
questioning by their peers. Further, our Leadership 
Labs course asks students to role play and then 
review their performance with a personal coach. 
We also added a global study trip requirement for 
each student in their first year to provide them 
with hands on cross-cultural experience. 

Many of the ideas we proposed and 
implemented did not work. For example, I am not 
sure what we were thinking when we added a 
required course, a synthesis class, in the spring 
semester of the final quarter for our second-year 
students! We ended up cutting some classes and 
though it was controversial it has gone well. 

The link between curriculum reform and SEED

In looking back at the process of curriculum 
reform, I realise we changed ourselves in ways 
we had not anticipated and in ways that make 
some things natural for us now that would not 
have been natural before. Even as we were trying 
to act as change agents ourselves through 
curriculum reform, we have realised that we’ve 
broadened the education we provide in a way 
that more effectively helps our students to 
become change agents in their future lives. 

The fundamentals of our programme remain 
extremely important. For us, it is unthinkable that 
a graduate of an MBA programme should not be 
equipped with the core conceptual frameworks 
of accounting, finance, strategy, operations and 
so on. However, graduates must have at least 
three essential skills if we want them to tackle the 
world’s most significant problems. 

First, they must have the ability to figure out  
the problem, which is an area where we have 
traditionally been strong and have embellished 
through CAT. 

Second, they must be able to come up with a 
solution. This is largely a creative process, which has 
traditionally not been a strength of management 
education programmes. To improve our positioning 
in this area, we borrowed and implemented ideas 
from design thinking about how to drive innovation. 

Third, alongside finding the solution is the ability  
to implement, which is done by and through 
collaboration with others. This is why we emphasise 
fundamental leadership skills such as self-awareness, 
character and cross-cultural communications. 

Putting this overlay of problem identification, 
innovation and personal leadership on top of the 
more fundamental components of our programme 
takes our students beyond what we used to do 
before. They come in as high-potential individuals 
and are transformed into leaders equipped with the 
knowledge and skills to become effective change 

agents in the world. It is what we mean when we 
say “change lives, change organisations, change 
the world”. 

This evolution in how we think about our role as 
management educators is shaping our strategy. 
Directions which may have seemed off-mission 
before now look like they are right down the 
middle of the fairway. These problems include 
the environment, education, global health and 
sustainable development.

It is in that spirit that we have embraced SEED. If  
we think of our role as developing leaders who are 
change agents who can tackle the world’s biggest 
problems, then SEED is very much part of our 
mission. When I think about the leadership that it  
will take to address the problems of global poverty 
and the many other challenges the world faces, I am 
inspired by leaders who have made a real difference 
in the world, those who redefine their businesses or 
their industries or create new ones. 

Some of these are our alumni, some of them are 
your alumni and others have never had a formal 
management education. One Stanford GSB 
alumnus who particularly inspires me right now is 
Cormac Lynch (MBA 91). Following his successful 

Clockwise from top left:
Dean Garth Saloner 
moderates a conversation 
with Anibal Cavac President 
of Portugal, during the 
President’s visit to Stanford 
University in 2011.

Garth Saloner speaking at 
a meeting of the Faculty 
Senate at Stanford in 2011. 
Credit: Linda A. Cicero / 
Stanford News Service 

Garth Saloner (with 
children) – Visiting the 
Akanksha Center in Pune, 
India, which provides 
educational support to local 
under privileged children.



EFMD Global Focus: Making Brand Asia: The International Tool Kit  |  2015   21

career in investment banking, he is now founder 
and CEO of Camara, an international organisation 
dedicated to using technology to improve 
education and livelihood skills in disadvantaged 
communities around the world. 

Founded seven years ago in Dublin, Ireland, Camara 
has established e-learning centres that have 
provided digital literacy services to some 450,000 
children in poor communities in 1,650 schools in 
Africa, Ireland and the Caribbean. The organisation 
has installed over 35,000 computers and trained 
more than 5,000 teachers to use the technology for 
learning purposes. 

Another alumni, Jane Chen (MBA 08), is co-founder 
and CEO of Embrace, a non-profit company that has 
developed a low-cost portable baby incubator. She 
was inspired to start the company after visiting Africa 
and learning that each year 20 million low-birth-
weight babies are born worldwide and four million 
infants die within the first month because their low 
body fat does not allow them to regulate their own 
body temperature. 

The incubator Embrace sells uses a gel-like liquid 
that can be heated in boiling water and inserted into 
the back of a modified infant sleeping bag, which 
keeps a baby’s body temperature at a constant  
37 degrees. Today, these baby incubators cost less 
than $200 – about 2% of the cost of a traditional 
incubator – and are saving lives in India, Africa 
and beyond.

As we all know, change agents come from every 
background and every part of the world. Another 
example is Jeff Bezos, CEO of Amazon.com. He’s not 
a GSB graduate but founded Amazon as an online 
merchant of books and later expanded to a wide 
variety of products. Under his guidance, Amazon.com 
has become the largest retailer on the internet, and 
is now used as a model for global internet sales.

The business of change by Garth Saloner

35k
Camara has also 
installed over 35,000 
computers and 
trained more than 
5,000 teachers to  
use the technology 
for learning purposes

I am inspired by these leaders because they 
make me optimistic about our role in society –  
to educate change agents. But also because they 
are exemplars for us – suggesting how we can 
reinvent ourselves. And I do think that we have 
the opportunity to reinvent ourselves. Moreover, 
I think we should be highly motivated to do so. 

First, the millenials, our students, are looking for 
us to provide them with the ability to be change 
agents. They increasingly come to us wanting  
to make a substantial impact on the world. 

Second, we face significant future challenges in our 
industry that demand that we innovate more rapidly 
than in the past. We don’t have to look very far to 
see what happens to companies that do not adapt 
their businesses, their products or their business 
models in the face of changing consumer demand 
or as a result of the next economic dislocation. 

From bookstores to video retailers and from banks  
to car manufacturers, companies in America,  
Europe and across the world are shutting their  
doors. I certainly do not want business schools to  
be added to a long list of entities that failed because 
they did not or would not keep up with the 
changing demands of society. The challenges to our 
conventional way of doing business are greater than 
ever and we will see big changes in the years ahead. 
Online education is perhaps the greatest of these. 

Stanford’s President John Hennessy has described 
it as the tsunami that is headed towards us. We 
can ride it as some institutions in America are 
already doing or we can risk being crushed by it. 

Third, the problems of the world simply need our 
attention, focus and help. When we talk about 
the need for innovation and for leaders who can 
bring it about we have in mind people such as 
those I have mentioned. As business schools, I 
think we are increasingly going to have to apply 
those lessons to ourselves. 

The business of change can be relatively 
uncomfortable at times, but it is through this process 
that all of us – students, faculty, corporations and 
institutions – are able to transform ourselves so that 
we can stay relevant and competitive in today’s 
global economy. 

The good news is that if we are successful, our 
graduates will be seen as the leaders who are 
bringing about positive change in the world and we 
as the institutions that are equipping them to do so.

450k
Camara has established 
e-learning centres that 
have provided digital 
literacy services to 
some 450,000 children 
in poor communities 
in 1,650 schools in 
Africa, Ireland and the 
Caribbean
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Even as we were trying to act as 
change agents ourselves through 
curriculum reform, we have realised 
that we’ve broadened the education 
we provide in a way that more 
effectively helps our students to 
become change agents in their 
future lives
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Dipak Jain, Dean, Sasin Graduate Institute of Business Administration, says that Asian business 
schools need to create a distinct Asian identity and develop a unique Asian MBA curriculum to 
help meet 21st century challenges in an increasingly crowded business school marketplace

Global mindset, 
local knowledge, 
regional impact
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A company called Thai Beverage is a perfect example 
of a local player that has become a regional and even 
global power in the beverage industry. The company 
now has distilleries in Thailand, Scotland, Ireland, China 
and France and is a multi-billion dollar conglomerateT

he past 30-40 years represent an era  
of dramatic transformation for business: 
globalisation enabled by technology  
has changed the way we live, work and 

communicate; hyper-competition within markets 
and industries has become increasingly complex; 
the integration of business, government and 
society continues unabated; and with increased 
technological capabilities and access to 
information has come enhanced public scrutiny.

For business schools around the world, and 
particularly in Asia, these changes in the business 
world have created both fundamental challenges 
and significant opportunities. Moving forward, they 
will affect the way schools approach the three  
facets of the mission of management education: 
knowledge creation, knowledge dissemination and 
knowledge certification. 

Knowledge creation and dissemination have always 
been fundamental to the mission of business 
schools. As modern management education 
evolved during the 20th century, the standard 
pedagogical tools have moved from case studies  
to analytical frameworks, to the current 21st century 
tool, experiential global learning. 

In order to provide this global learning platform to 
their students and faculty, “Western” schools have,  
in the past 20 years, sought institutional partnerships 
with schools around the world. And certainly, as 
economic power has shifted to Asia, the focus of 
Western business schools has been on partnerships 
with schools within the Asian region.

The proliferation of these “Western-Asian” business 
school partnerships seems to be a win-win situation 
for both partners: the “Western” school establishes  
a foothold in the ever-growing Asian markets with 
a local partner and provides their students and 
faculty with a global learning environment while the 
Asian school enjoys the benefits of working with 
established Western schools to enhance their brand 
and increase enrolment. 

But over the long term, these partnerships could 
create opportunities to “cross-pollinate” and to build 
something better for both students and faculty. 

It is becoming more common for “non-Western” 
firms to appear in US strategy course cases but 
the majority are still “Western” case studies. But 
the growing number of “Western-Asian” business 
school partnerships now offer these schools  
the opportunity to develop even more cases, 
especially about companies in developed and 

emerging markets in Asia that may operate under 
different conditions and with different resources 
than companies in the West. 

Studying how local and regional companies have 
created sustainable competitive advantage and 
even compete globally would have enormous 
value for students, faculty, and corporate and social 
organisations everywhere. 

In Thailand, a company called Thai Beverage (or 
ThaiBev) is a perfect example of a local player that 
has become a regional and even global power in 
the beverage industry. 

Starting with the iconic Thai spirit “Mekhong" and the 
best-selling “SangSom" spirit, ThaiBev has moved 
into the beer market with its flagship brand Chang, 
and malt whiskey and other spirit markets. The 
company now has distilleries in Thailand, Scotland, 
Ireland, China and France and is a multi-billion 
dollar conglomerate.

By working with global partners with an interest 
in the region and in cases such as ThaiBev, Asian 
business schools could capitalise on this interest 
in order to focus on these important regional and 
local issues. For Asian business schools with local 
challenges and limited resources, researching and 
creating case studies about local and regional 
companies and markets that could be used by their 
partners and by other schools would represent a 
significant contribution to business research and 
scholarship.

It’s clear that MBAs are in demand in Asia. One 
MBA-focused website has noted that “The rapid 
and relentless rise of the Asia Pacific region persists, 
with MBA job opportunities growing there by 18%. 
A massive increase in the hiring of MBAs for 
consulting and professional services in the Asia 
Pacific area indicates the region’s growing maturity 
as an MBA jobs market.” (BusinessBecause.com 16 
October 2015)

But while there will always be demand for the 
traditional MBA and EMBA structure, there is also 
an opportunity to revise the widely used “Western 
curriculum” and develop a curriculum that is more 
attuned to issues that affect local markets, and to 
the needs of local and regional students.

18%
It’s clear that MBAs are 
in demand in Asia. The 
rapid and relentless 
rise of the Asia Pacific 
region persists, with 
MBA job opportunities 
growing there by 18%. 
This increase in the 
hiring of MBAs for 
consulting and 
professional services 
in the Asia Pacific area 
indicates the region’s 
growing maturity as 
an MBA jobs market.
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Asian entrepreneurship is strong, so new  
courses could be developed and included  
in this enhanced Asian MBA curriculum. 
According to Asia Now magazine, the 
rise of entrepreneurship in Asia is having 
dramatic social implications

Asian business schools need to move away from 
traditional corporate thinking and develop an 
entrepreneurial or “leapfrog” mindset. Much like the 
explosion of mobile technology in emerging markets 
in Asia in recent years that “leapfrogged” personal 
computers and landline telephones, Asian business 
schools can take a giant leap forward in curriculum 
design and create an “Asian curriculum”.

In the evolution of global business, we are now 
in the “age of entrepreneurs”, in which human 
capital is the focus, citizens are the players, and 
impact is measured by “significance” or “purpose” 
in addition to success and performance. 

Asian entrepreneurship is strong, so new courses 
could be developed and included in this enhanced 
Asian MBA curriculum. According to Asia Now 
magazine, the rise of entrepreneurship in Asia is 
having dramatic social implications: “In many Asian 
countries, the course of a person’s life used to be 
largely pre-determined by circumstances of birth. 
For a new generation, entrepreneurship is enabling 
people from all walks of life to take control of their 
destinies.” (Asia Now – The Generation Issue. 
October 2015)

Fledgling entrepreneurial ecosystems are starting 
to appear in Thailand, Indonesia and the Philippines, 
following in the footsteps of more established hubs 
for start-ups and venture capitalists such as 
Singapore and Hong Kong. Asian business schools 
should embrace this trend and adapt their offerings 
to the growing needs of young entrepreneurs.

And with the widespread economic disparities  
both among nations within the region and within 
individual countries, there is also a spirit of innovation 
that is common among Asian countries, especially  
in the emerging economies. Unlike in developed 
economies, it is not “product innovation”, developing 
a better product, that is prevalent but more a kind of 
“frugal innovation”.

“Frugal innovation” is the process of reducing the 
complexity and the cost of a product to meet local 
demand and price expectations. Essentially, it is 
removing the “bells and whistles” of a product so it 
can be sold in local markets such as India, Thailand, 
Indonesia and Vietnam among others. This is a trait 
among emerging economy entrepreneurs in Asia 
that should be studied and encouraged in Asian 
business schools.

Asian business schools also need to recognise that 
there are changes happening beyond their walls. 
These social changes are beyond their control but 
will affect their thinking and strategies for years to 
come. 

The 21st century workplace itself is changing 
and nowhere is that more true than in Asia. 
Demographic changes (societies are getting older) 
are affecting workforces across the region. Different 
generational work habits and expectations between 
“baby-boomers”, “Generation X” and “Gen Y” are 
affecting how we work and manage teams and 
companies. 

And communication and culture are becoming 
issues in workplaces, as increased opportunity, as 
well as the forces of migration, affect social make-up 
and hiring practices. All of these topics could be 
emphasised in Asian-based research and thought 
leadership. 

In general, Asian culture is very inclusive and this, 
and other Asian traits, can be part of the new 
curriculum design. Asian parents are also more likely 
to want their children to finish all of their studies 
before entering the workforce, in contrast to the 
West where it is common to work for a few years 
before returning for one’s MBA. Rethinking the work 
experience requirement for MBA programmes in 
Asia, and perhaps creating a standard internship 
portion of the curriculum would be another way  
of adapting the MBA curriculum to Asia.

Cross-cultural research and region-specific courses 
such as “Doing business in ASEAN” could also be 
included in this new curriculum. And unlike in the 
West, government and even social organisations 
are very important in Asia, so Asian business 
schools could also focus on these important local 
and regional players in their new curriculum.

Knowledge certification is the third facet of the 
mission of business schools – ensuring the value of 
the programme to its stakeholders by enhancing 
and building an exceptional brand reputation and 
“standing out from the crowd” in the business school 
universe. But with over 13,500 business schools in 
more than 80 countries (2,500 in India alone), brand 
reputation and differentiation, on a global stage, is a 
significant challenge. 
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13.5k
Brand reputation and 
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Reputation is certainly the currency for any 
business school, so Asian business schools need 
to create their own identity rather than just be a 
“replica” of a Western school. In addition to creating 
a distinctly Asian curriculum, business schools in 
the region could also develop specialised masters 
programmes that are specific to a local or regional 
economic interest. 

For a country like Thailand that relies on tourism, and 
recently on medical tourism, a Masters in Hospitality 
Management or Healthcare Management would 
both be attractive degrees in that market. 

And centres of excellence to promote research 
and curriculum development in specific areas of 
interest, such as sustainability or entrepreneurship, 
could also help Asian business schools create their 
own identity and differentiation.

Asian business schools should never abandon the 
fundamental management skills that we teach: 
communication, decision-making, leadership and 
teamwork. But, in light of the challenges of 21st 
century business, and the need to create a distinct 
Asian identity, schools in the region need to tailor 
these skills and develop a unique Asian MBA 
curriculum to help our graduates meet these 21st 
century career challenges and to succeed in an 
increasingly crowded business school marketplace.

Left:

Dipak Jain, Dean,  
Sasin Graduate Institute  
of Business Administration
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Dominique Turpin, Dean of IMD, analyses the issues  
and forces that are buffeting business schools

CHALLENGES &  
OPPORTUNITIES IN 
THE NEW BUSINESS 
EDUCATION WORLD

Many people have become very used to getting lots of 
things free from the internet. So, how do you price your 
offering? And how do you develop a competitive edge? 
What will be the key success factor? The school’s brand? 
The faculty’s reputation? Or a combination of both?
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T
he world of business education 
is facing its biggest opportunities 
and challenges in history. 
Four major forces are starting 

to shape the future of business schools 
over the next five, ten or 20 years.

The first issue concerns public funding. 
This is becoming more difficult to obtain 
as governments have less money to 
spend, at least in some parts of Europe. 
As a result some schools are having  
to merge, as we have seen already in 
France, for example.

The second issue is demographics. 
Europe and Japan in particular face  
the challenge of an ageing population. 
When you want to predict the future, 
the only sure thing is that tomorrow you 
will be older than today. Consequently, 
you only have to look at demographics 
to know that some countries are going 
to face problems.

The third challenge is economic. 
Economic problems in Spain, Italy, 
Greece, Cyprus and elsewhere are 
seriously affecting job opportunities  
for business school graduates and 
participants.

The fourth factor is technology, and this 
will become even more important in the 
future. We all know that e-learning will  
be a massive challenge as well as a huge 
opportunity for business schools around 
the world. “MOOCs” (massive open online 
courses) are a reality, and e-learning 
could reshuffle the cards in a way that 
may well change the fate of a number  
of schools. 

Technology will most likely mean that an 
increasing number of new competitors 
enter the management education 
market. And there will be a new type of 
competitor that approaches companies 
with executive education “solutions” and 
says: “You don’t need to send all your 
people to those big expensive business 
schools. We will go onto the web for you 
and find all the good stuff that is available, 
package it and sell it to you at a fraction 
of the price that traditional business 
schools would charge”. 

The questions for anyone entering the 
e-learning field are still how to finance 
it and how to develop a sustainable 
competitive advantage. Many people 
have become very used to getting lots of 
things free from the internet. So, how do 
you price your offering? And how do you 
develop a competitive edge? What will  
be the key success factor? The school’s 
brand? The faculty’s reputation? Or a 
combination of both?

Obviously a big name can attract people 
to a website more effectively than a 
lesser-known brand. But there are still 
many questions to be answered.

Challenges & opportunities in the new business education world by Dominique Turpin
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As competition intensifies, differentiation 
becomes crucially important. Every 
business school has a different mission—
regional, national or international. But the 
question of how to differentiate yourself 
from other schools occupying a similar 
niche is becoming a major challenge.

These are the challenges facing business 
schools. But what is the view in the 
market? When I talk to companies about 
executive education, two issues come up.

The first is that customers are increasingly 
looking for “the best deal”. They take 
longer to decide if they will take up a 
particular programme; they want shorter 
programmes; and cost is becoming an 
issue. 

But the most important factor, at least 
for IMD and our customers, is impact. 
Companies often ask how relevant the 
academic world is today. Last summer 
I was in America talking to deans of 
major business schools, and some of 
them believe that the academic world 
is indeed becoming more and more 
academic. What impact do we want to 
have on the businesses of tomorrow?

An expression used a lot at IMD is the 
importance of the “Lifelong Learning 
Journey”. In the past, especially on  
the executive education side, you used 
to go to a GMP (General Management 
Programme) at Harvard Business School, 
Wharton, INSEAD or IMD and you would 
be (or thought you were) educated for 
life as a manager. 

This is over! The world is changing too 
fast. We see an opportunity for repeated 
short-term courses and, since we deal 
with many global companies, their 
managers want to have the choice to 
go to a school in a certain part of the 
world and do another module or course 
in another part of the world.

What are the implications? As I 
mentioned earlier, schools have different 
missions. I think, therefore, that each 
school has to draw lessons from all these 
factors and forces for itself.

The ultimate goal of business schools,  
I believe, is to produce responsible 
leaders who can deal with an increasingly 
volatile, uncertain, complex and 
ambiguous world: the so-called VUCA 
market. At the top of any corporation, 
people are smart and have proven  
that they can run a business and  
be successful. In the end, authentic 
leadership and personal values will 
increasingly make the difference.

Customers are increasingly 
looking for “the best deal”, 
they take longer to decide if 
they will take up a particular 
programme; they want 
shorter programmes; and 
cost is becoming an issue
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It is also our job to shape and nurture 
a curious and open mind. I have seen 
too many executives and students living 
in their small world and not thinking 
enough about what is happening in 
other parts of the world or in different 
industries. 

Of course, we need some local 
companies. I recently met an 
entrepreneur in Switzerland who was 
tired of fighting Chinese and Indian 
companies. One evening he listed a 
number of criteria for the business sector 
of his choice: first of all, he didn’t want  
to compete with the Chinese and the 
Indians; second, he didn’t want to have 
to explain what the product was about; 
third, he wanted the customer to come 
back every day; fourth, he wanted them 
to be non-price-sensitive. Which business 
fits? He came to the conclusion that he 
should open a chain of bakeries and he 
has been doing that very successfully. 

However, even if you are a local baker, 
you should have an interest in different 
perspectives about communication or 
the way you design your shop. Curiosity 
about life in all its aspects is still the secret 
of great creative leaders. Intelligence 
without curiosity, in my view, does not 
mean much.

I may be biased because back in the early 
1980s, I did my PhD in Japan, my wife 
is Japanese and I spend a lot of time in 
Asia. I think that the future is going to 
be in that part of the world. If you see 
where the world is moving to today, 
the BRICs (Brazil, Russia, India, China) 
are the growth markets of today and 
tomorrow. However, executives now 
also talk about new opportunities in  
the “Double MIT” (Mexico-Indonesia-
Turkey and Malaysia-India-Thailand)  
as well as Africa.

Having faculty who are curious about 
the world is critical. Before you teach 
you have to learn and in order to learn 
you need to have curious faculty. The 
challenge will be to stimulate faculty 
who are very comfortable and very 
successful teachers and researchers  
to go and look for something different 
in other parts of the world. 

Business schools are living in interesting 
times. Public funding, demographics, 
economics and technology are the 
main forces that are going to influence 
our medium- and long-term futures. 

In terms of the impact business schools 
try to have on their participants, whether 
students or executives, the shaping of 
responsible leaders is absolutely key. So is 
making them curious about the world in 
general. Getting these things right is vital 
for future success. 
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Kenneth W Freeman (Dean, Boston University Questrom School  
of Business) and Howard Thomas (Professor at Lee Kong Ching 
School of Business, Singapore Management University) outline some 
of the crowdsourced ideas about the future of business schools and 
other institutions that emerged from the first Business Education Jam
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F
or four days last autumn, researchers, 
scholars, students, executives and thought 
leaders engaged in an unprecedented 
online brainstorming session about the 

future of management education. 

The Business Education Jam, conducted by Boston 
University Questrom School of Business in the  
US in collaboration with EFMD and other global 
partners, attracted more than 4,000 participants  
from over 40 industries, 350 academic institutions 
and 122 countries. 

Around the clock and around the world these 
“Jammers” shared insights, experiences and  
ideas about issues critical to business and business 
education: how to engage new-generation students 
and employees; impart 21st century competencies; 
develop innovators for the future; foster more 
collaboration between industry and academia,  
and much more. 

Participants could join in from their laptop, desktop 
or smartphone, begin a conversation, leave for a 
while and come back without missing a beat thanks 
to the full record and analysis Jam technology 
provides.

The experience was much like that of any social 
network with the added benefits of real-time 
aggregation and analysis that directed the 
conversation to maximise productivity and enable 
synthesis of the results. 

Those results – the wisdom of this “crowd” – include 
many innovative answers to the challenging 
questions facing everyone with a stake in business 
education. From among the many questions the 
Jam addressed, three that are particularly closely 
related illustrate the power of crowdsourcing to help 
chart a course to the future.

Crowd-sourced by Kenneth W Freeman and Howard Thomas

Around the clock and around the world these 
“Jammers” shared insights, experiences and  
ideas about issues critical to business and 
business education

Q1 
How can we foster ethical leadership? 

Given the malfeasance of the recent past and 
today’s time of great transitions in the environment, 
health care and global economies, Jammers almost 
universally agreed that educational institutions and 
businesses have a new and urgent responsibility to 
nurture deeply ethical leaders. 

Ideas about fostering ethical leadership converged 
around a central principle: integrate ethics with all 
aspects of business education and organisational 
culture. 

Strategies proposed for integrating ethics with 
education include the case method, simulations, 
presentations from business leaders who have 
faced difficult ethical questions and more. 

Some participants favoured courses that do a deep 
dive into values, culture and ethical ideas. 

A number advocated building an ethical dimension 
into functional courses such as finance, marketing 
and operations. 

Others argued for beginning programmes with a 
course devoted to ethics in order to equip students 
with ethical frameworks they could apply in 
functional courses. 

But there was also a strong feeling that educators 
have paid lip service to ethics and corporate social 
responsibility by merely bolting ethics courses onto 
the existing curriculum. Many suggested that more 
radical action learning, such as required community 
service projects mentored by professors, could 
provide a far more effective means of instilling moral 
values by directly exposing students to the kinds 
of ethical issues they will have to face. 

The challenge globally, many participants noted, 
is to create uniformly high ethical standards across 
cultures that have different outlooks on ethics and 
behaviour. 

In all cases, the overall message from participants 
was clear: break through the abstractions and  
make ethics real – in the classroom, the work place 
and the world; strongly reinforce the cultural and 
contextual dimensions of values; and bring together 
leaders, governments and educational institutions in 
civil society to find holistic solutions for propagating 
ethical leadership. 
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Q2  
What role can we play in developing the next 
generation of innovators and entrepreneurs?

Many Jammers agreed that the ability to innovate and 
launch enterprises, far from being a mysterious gift is a  
skill like any other. Many of these skills can be taught inside  
the classroom and out and they can be put to work in new 
ventures and big enterprises alike. 

As with ethics, participants offered a rich array of ideas for 
making innovation and entrepreneurialism come alive, with 
an emphasis on action learning. Business schools could also 
invite companies to bring their innovation ideas and problems 
to campus where students and faculty from various disciplines 
could work on those challenges. Students would gain valuable 
experiential learning and companies could tap a potentially rich 
source of ideas. 

Business schools could also go much further by underwriting 
entrepreneurship as some Jammers reported their schools 
are already doing. Underwriting can take many forms such  
as donating office space and providing a way for faculty, 
students and entrepreneurs to connect. A business school 
entrepreneurship centre could transition promising new- 
business projects to start-ups should students want to pursue 
them after graduation. 

Schools could become accelerators or incubators of new 
businesses with faculty providing mentoring. They could also 
establish venture funds run by alumni to support fellow alumni 
entrepreneurs. Alumni could be enlisted to help in student 
learning through classroom presentations and mentoring 
and they could offer opportunities for students to participate 
in their start-ups. 

In turn, schools could serve those alumni through networking 
opportunities like the Jam itself to bring together knowledge, 
resources and talent around the world.

Q3  
How can industry and education tap the potential 
of the millennial generation?

Born between 1980 and 2000, millennials now make up 
about a third of the world’s population. By 2025, they will 
constitute 75% of the global workforce. And for the past 
decade they have occupied the overwhelming majority  
of places in our business schools. 

How well are those schools preparing millennials for the 
world they will soon lead? Not so well, according to the 
Deloitte Global Millennial Survey 2015. 

When asked to estimate the contributions that skills gained in 
higher education made to achievement of their organisations’ 
goals, the average figure for the millennial executives in 29 
countries was only 37%. 

And how well is the world prepared for them – especially their 
desire to create value not only for their companies but also for 
the world? Some 75% of the millennials in the Deloitte survey 
believe that businesses are focused on their own agendas rather 
than on helping to improve society.

To turn numbers like those around we will need to reimagine 
business education and employee engagement through the 
lens of the millennial generation, as a number of Jammers 
suggested. 

The millennials are the first truly global generation in history 
with instant electronic access to their peers everywhere. 
Realising the full promise of this unprecedented globality 
will require knowledge of international relations and an 
understanding of the differing impacts of globalisation on 
world economies. 

Study and learning abroad are essential. In addition to imparting 
skills of emotional and analytical intelligence, business schools 
must instil cultural and contextual intelligence. 

Integrating digital technology with the business curriculum 
is also critical. Although digital technology is ubiquitous in 
students’ lives and in business it has entered business education 
in piecemeal fashion. 

In fact, students often know more about digital technology 
and social media than their professors. Schools will need to 
systematically integrate collaborative digital technology with 
classroom and course design, provide data-rich and immersive 
teaching materials and facilitate real-time problem solving. 

That means that in the near term schools will have to find 
ways to develop faculty so that they can stay abreast of 
technology and use it effectively in their teaching. Digitally 
savvy students can help by providing input to new 
pedagogical approaches. 

Companies, for their part, can more fully engage millennials 
and develop them faster by adopting reverse mentoring,  
an idea supported by Jam participants of all kinds. 

Right
The Business Education 
Jam Platform

75%
Born between 1980 
– 2000, Millennials  
now make up about 
a third of the world’s 
population – by 2025, 
they will constitute 75% 
of the global workforce
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The Business Education Jam has built a broad-based open 
platform – in this case bringing together industry, civil society 
and academia from around the world in a completely open 
forum. 

Focused Jam sessions are now being conducted within major 
global conferences. New webinars have been created in 
collaboration with the Financial Times. Deans of business 
schools have used the Jam as a springboard for discussing 
strategic options with faculty, staff, students and advisory 
boards. A full report on the Jam findings, Reimagining Business 
Education, has been published and is available at bu.edu/jam. 

The report, for use by business schools and businesses in 
advancing management education, synthesises emerging 
themes, critical questions and actionable solutions crowd-
sourced during the conversation. 

Where do we go from here? In late 2016, we plan to advance 
the discussion of business education with another massive 
online global brainstorming event. We will seek to broaden it 
even more to include under represented areas such as Africa, 
South and Central America, and parts of Asia in the conversation. 

We will explore the ever-changing nature of globally responsible 
leadership along with more cross-culturally sensitive 
approaches to business education. And together we will bring 
the future we have collectively begun to envision into even 
sharper focus. 

Instead of an older executive mentoring a younger colleague, 
they mentor each other. The more senior executive coaches the 
junior colleague on leadership, company culture, and business 
and industry practices. The younger colleague tutors the older  
in social media or generational trends that might affect the 
business – and has an opportunity to make an impact early on. 

Millennials who desire to innovate and act as entrepreneurs 
can be offered opportunities for “intrapreneurships”. Initially, 
millennials might be offered low-risk, internally focused projects 
that give them opportunities to make a difference right away 
and become better team members in the process. Eventually, 
they would move on to market-facing intrapreneurships. 

Acting as entrepreneurs within the larger organisation,  
they could take an idea from concept to profitable product, 
harnessing their drive to innovate and engaging them deeply 
in the organisation. 

These are just a small sampling of the ideas and proposals 
the Business Education Jam generated. And that was just 
the beginning. 

The Jam is part of a larger movement employing analytics and 
crowdsourcing to shake up current practices. IBM has deployed 
crowdsourcing technologies across the world to engage 
stakeholders in strategic conversation. McKinsey Solutions 
deploys software and technology-based analytics and  
tools that can be embedded in a corporate client to provide 
continuous engagement outside the typical project-based 
model. Other initiatives are in place or being developed. 

37%
Asked to estimate  
the contributions that 
skills gained in higher 
education made to 
achievement of their 
organisations’ goals, 
the average figure  
for the millennial 
executives in 29 
countries was only 37%



34    www.globalfocusmagazine.com

Developing  
an international 
brand

Most business schools will say they are international. 
Are they really? Andrew Crisp (Co-founder of 
CarringtonCrisp) and Joanne Hession (Founder  
of QED Accreditation Advisors) provide a checklist  
for both schools and potential students

YOUR BRAND

The recent CarringtonCrisp major 
study See the Future reported that 
68% of respondent students are 

interested in studying abroad while 89% 
of all managers and directors agree that 
“good business education must develop 
understanding of business in different 
parts of the world”.

Clearly internationalisation should be 
part of any business school offer but the 
question raised is this: If every school 
wants to be international, how can a 
school develop a stronger international 
brand than its competitors?

Statements on business school websites 
telling potential students and stakeholders 
about how international, global, 
multicultural or multinational they  
are actually say very little. The task is  
to define what “international” actually 
means to, and at, your school.

Traditionally, “internationalisation” 
primarily meant either attracting 
international students or building  
strong international academic networks. 
Associate Deans were appointed to 
develop internationalisation strategies 
around these twin issues. However, this 
narrow view of internationalisation has 
become outmoded and no longer serves 
the best interests of a school, its faculty or, 
most importantly, its students.

68%
The recent study See the 

Future reported that 68% of 
respondent students are 

interested in studying 
abroad...
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Could international accreditation help to differentiate 
a school? 

Accreditation can certainly have a significant impact 
on the development of a school’s international 
branding and reputation. 

The major international business school accrediting 
bodies, led by the European Foundation for 
Management Development (EFMD), AACSB 
International and the Association of MBAs (AMBA) 
have recognised an increasingly critical point: 
internationalisation is not about what a school  
can get, it is about what a school can be. 

What this means is that institutions need to  
start seeing internationalisation as a culture that 
can become part of and drive every aspect of  
a school’s activities.

Internationalisation and accreditation

In developing its EQUIS and EPAS accreditations, 
EFMD sought to ensure that schools appreciated 
the importance of developing an international 
culture within all layers of activity.

EFMD made this clear by including 
internationalisation as a thread running through each 
standard. Thus, when describing their institutional 
context, schools should discuss their international 
strategy and international competitive position.

Schools also need to address research in terms  
of international collaborations and international 
research impact. And when discussing programme 
portfolios a school should outline how the 
curriculum is preparing students for careers  
that will inevitably have an international aspect.

AACSB and AMBA are also increasingly concerned 
with ensuring that the student experience is 
preparing them for an international business 
marketplace. Accreditation applications for both 
AACSB and AMBA now require that a school 
addresses this crucial issue.

89%
...while 89% of all managers 
agree that “good business 
education must develop 

understanding of business 
in different parts of  

the world”

What this means is that  
institutions need to start seeing 
internationalisation as a culture  
that can become part of and drive 
every aspect of a school’s activities
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The nine elements of 
internationalisation

Clearly, it is imperative for business 
schools to look more broadly at the issue 
of internationalisation. What can help 
them is to examine their current activities 
in relation to what we call “The nine 
elements of internationalisation”.

Students

A truly international culture requires an 
international student body. How is your 
school developing this, in terms of full 
international degree students, incoming 
exchange students and outgoing 
exchanges? Equally importantly, how  
well do you support those students at 
your school?

Faculty

Students need to be presented with  
a perspective on business that reflects 
more than just a narrow national or 
regional bias. How international is your 
faculty? What proportion of your faculty  
is international by nationality? How many 
have spent significant periods studying  
or working abroad? How many received 
PhDs outside their home country? How 
many have been involved in overseas 
faculty exchanges or as visiting lecturers? 
What explicit policies are in place at the 
school level to build the “international” 
profile of the faculty?

Research

How much of your school’s research  
is aimed at an international audience? 
What proportion of output is published  
in international journals or delivered at 
international conferences? How many 
faculty are involved in international 
research collaborations? How many  
are on international editorial boards? 

International partners

Many schools have a large portfolio of 
international partners developed over  
a long period. Schools need to bear in 
mind the old truism that “we are often 
judged by the company we keep”. In 
addition to academic partners, look at 
your corporate partners. A school that 
describes itself as international should  
be developing a portfolio of international 
corporate partners not merely regional 
ones. How strong is the range of partners 
that you have developed; how deep are 
the partnerships; what are the kinds of 
activities that you co-operate on?

Curriculum

Some of the most important 
opportunities to demonstrate 
internationalisation are in the classroom. 

Increasingly students want case studies 
from Asia, Africa, Latin and South 
America, and from emerging economies 
around the world. Students expect the 
careers they pursue on graduation to 
have an international component and are 
looking for an understanding of business 
that will enable them to work in such 
environments. 

Is your school systematically ensuring 
that students are provided with an 
education that will allow them to survive 
and prosper in a globalised world? Do all 
curricula need to incorporate global and 
intercultural issues? Do programmes 
utilise international cases as standard?  
Are international textbooks used? Do  
you involve international guest speakers 
or international teams? .

Languages

Proficiency in English is considered 
particularly important in business but  
as international trade becomes more 
diverse, other languages are increasing  
in importance. What is the language  
of teaching? How many students are 
offered (and take up) additional language 
courses? What is the range of languages 
available? How high have you set the bar 
for language abilities within your 
admissions requirements?

Schools need to bear in mind the old 
truism that “we are often judged by 
the company we keep”. In addition  
to academic partners, look at your 
corporate partners
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Communicating the brand

A starting point in communicating the 
international nature of a school’s offer  
is having reliable data:

•  how many nationalities are there 
among students or faculty?

•  which international employers  
recruit graduates?

•  where do students get jobs?;  
and such like. 

However, data can be manipulated, so it 
is important to go further. Case studies 
from students, faculty and employers that 
show what internationalism really means 
are a powerful tool. 

One of the most common phrases in 
marketing today is the question: “How 
authentic is your marketing?” Students in 
particular are more likely to respond to 
authentic messages from students and 
alumni than to corporate “marketing-
speak”

One particular area where international 
students can help with communication 
is contact with prospective students. 
Having native speakers from applicant 
countries available to answer questions 
or providing at the very least a welcome 
message on a school’s website will make 
internationalisation real for a prospective 
student and enhance a school’s 
reputation as one that has a true 
culture of internationalisation.

A commitment to internationalisation  
is a key potential differentiator for many 
schools. International accreditation may be 
one means for a school to position itself as 
international but it is not enough on its own 
to deliver a strong international brand.

The nine elements of internationalisation 
can help a school to position itself as 
having a defined international culture. 
Understanding which international 
aspects of the school offer or which 
combination of elements are appropriate 
is the key to making internationalisation 
an active and positive part of a school’s 
brand.

Developing an international brand by Andrew Crisp and Joanne Hession

Governance

Developing an international culture 
requires a clear commitment to 
internationalisation at a senior 
management level. This must be 
clearly part of the overall governance 
structure. How can you show that 
governance at your school involves  
an international element? Do you  
have an international advisory board?  
Is your senior management represented 
on international boards?

Strategy

One issue looked at closely for any school 
that puts itself forward as “international” 
is its explicit internationalisation strategy. 
Is there a written strategy around 
internationalisation? Are you clear on 
who your international competitors are 
or do you see yourself only competing 
nationally? Do you monitor and explicitly 
try to develop your international 
reputation?

Graduates

Possibly the single most effective way  
to demonstrate that your school is truly 
international is to point to a body of 
alumni employed internationally, either 
working outside the country of your 
school or employed locally but in clearly 
international companies. Does your 
school monitor where your graduates are 
employed and the international nature of 
their employment?

Are you clear on who 
your international 
competitors are or do  
you see yourself only 
competing nationally? Do 
you monitor and explicitly 
try to develop your 
international reputation?
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Business schools have been among the most successful higher education 
institutions of the last 50 years. Yet now they face many serious challenges  
that, as Michael Osbaldeston (Director of Quality Services at EFMD) explains, 

have deep implications for accreditation bodies
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EQUIS was conceived as an  
accreditation system rooted in respect  
for diversity of institutional and cultural 
contexts. It promotes no  “one best model”  
of a business school and does not impose 
standardisation of programme design,  
course content or delivery mode

B
usiness schools have existed for over a 
century, originally as institutions of practical 
education, which, following the Ford  
and Carnegie Foundation reports of the 

1950s, were gradually recast as serious academic 
institutions. 

More recently, they have spread rapidly from North 
America, through Europe to Asia and beyond, 
currently numbering over 13,000, with new 
additions being launched almost daily, particularly 
in emerging economies. 

Business schools are one of the major success 
stories in higher education of the last 50 years, both 
from an academic (faculty, research, qualifications) 
and a business (customers, revenue, profitability) 
perspective. 

Yet despite this success, critical comment has been 
growing in recent years, fuelled in part by the recent 
global economic recession.

These criticisms have been concisely summarised 
by Thomas et al in their 2014 EFMD publication 
Securing the Future of Management Education:

“Critics accuse business schools of doing arcane, 
irrelevant and impractical academic research; doing 
a poor job of preparing students for management 
careers; pandering to the market and the media 
rankings; failing to ask important questions; and in 
the process of responding to the demands of their 
environment, losing claims of professionalisation  
as they ‘dumb down’ the content of courses, 
inflate grades to keep students happy and pursue 
curricula fads”. 

If that were not sufficient, others have added charges 
of being too analytical, insular and theoretical; 
insufficiently global, integrative and team-oriented; 
and lacking in values and ethical guidance.

It is hardly surprising then that some leading schools 
have turned to accreditation to demonstrate  
their worth and provide quality assurance to  
their stakeholders. 

The accreditation of management education was 
initiated by AACSB as far back as 1916, with a focus 
on North America. AMBA, set up initially as an 
alumni network, originally concentrated on MBA 
programmes with a primary focus on the UK. It  
was not until 1997 that the demand for a European 
approach to accreditation led EFMD to launch 
EQUIS, with an initial focus on European schools, 
and later EPAS, its programme accreditation system. 

13k
Business schools 
current number over 
13,000, with new 
additions being 
launched almost  
daily, particularly in 
emerging economies

1k
All three accreditation 
organisations (EFMD, 
AASCB, AMBA)  
have expanded 
internationally, to  
the point where  
some 1,000 schools 
today have achieved 
one or more of their 
accreditations

All three accreditation organisations have expanded 
internationally, to the point where some 1,000 
schools today have achieved one or more of their 
accreditations.

EQUIS aims to achieve both recognition of and 
quality improvement in the world’s top business 
schools – recognition through the award of a quality 
label that is valued worldwide by students, faculty, 
employers and the media (often being a pre-
requisite for entry to rankings) and improvement 
through the need to meet, and continue to achieve, 
internationally agreed quality standards. 

From the beginning EQUIS was conceived as an 
accreditation system rooted in respect for diversity 
of institutional and cultural contexts. It promotes no  
“one best model” of a business school and does not 
impose standardisation of programme design, 
course content or delivery mode. 

However, it is firmly grounded on three transversal 
issues – an international dimension in most of  
a school’s activities, a strong interface with the 
corporate world and a philosophy of promoting 
ethics, responsibility and sustainability, which has 
been strengthened recently together with a greater 
emphasis being placed on financial performance 
and risk management.

While most pundits generally agree that 
accreditation has had a positive influence on the 
quality assessment and improvement of business 
schools, there are also constant pressures to redefine 
standards, introduce new areas of assessment  
and continuously evolve processes to keep 
abreast of and, if possible, anticipate developments 
in management education. 

Challenge arises both from schools that have 
failed to achieve accreditation, leading to criticism 
of elitism, and from schools that have been 
regularly re-accredited, searching for added value 
contributions to their improvement processes. 

The challenges facing business school accreditation by Michael Osbaldeston
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Inevitably, since EQUIS was a system originally 
designed within a European context, there is 
challenge to its applicability in other regions of the 
world, particularly in rapidly emerging economies. 

Further challenge stems both from innovators  
who are experimenting at the forefront of learning, 
particularly with new technologies and those who 
are more concerned with improving the status quo. 

While virtually all challenge is constructive, 
leading to a process of continuous improvement 
of the accreditation system itself, determining the 
pace of evolution, the degree of inclusivity and 
the balance of assessment versus development 
are challenges in themselves!

“Respect for diversity” is a particular case in point. 
While EQUIS was designed to embrace diversity at 
every level – cultural, institutional, portfolio provision 
and delivery mode – it also reflects the nature  
of diversity encountered within its originating 
geographical region. Assessment of quality begins 
with an understanding of the particularities of the 
local context. 

However, this does not imply a lowering of 
expectations regarding basic standards because  
of local constraints. Rather it means that the 
assessment must accept wide differences in the 
organisation and delivery of management education. 

This potential dilemma resulting from universal 
standards applied in widely differing contexts is 
well illustrated by comparing top-level business 
schools in Europe and China.

A European school can relatively easily recruit 
international students and faculty, who reflect the 
enormous diversity within its own geographical 
region; a Chinese school may attract the highest-
quality students and faculty from across its culturally 
diverse country but they are often perceived as 
largely national in experience and outlook.

A related challenge to accreditation concerns what 
some commentators have termed “discouragement 
of innovation”. 

They have argued that there has been an over-
emphasis in the past on codifying best practice 
rather than on identifying what might be required 
in the future. Does accreditation actually discourage 
experimentation? How can we ensure that criteria 
evolve over time to take account of innovation, 
particularly in the field of learning technology? 

A related issue is the selection and development of 
peer reviewers themselves, to ensure that diversity 
of experience and outlook are inherent in their 
deliberations. 

There are no perfect answers to these questions. 

The separation of design and development of the 
accreditation system (by the EQUIS Committee) 
from assessment against the standards (peer review 
team and EQUIS Awarding Body) is part of the 
solution. Another is recognition of the critical role 
played by review team chairmen and consultation 
on a regular basis with stakeholders (Quality Services 
Annual Meeting). 

Experience has shown that identification by the 
Committee of areas for revision, followed by the 
establishment of task forces drawing on specialist 
expertise from across the world, leading to debate 
with the whole EFMD membership about proposals 
for change, is a process which has served EQUIS well.

A recent case is the task force that led the 
development of the new standards on Ethics, 
Responsibility and Sustainability (ERS); a future 
example would be the recently established task 
force on Technology Enhanced Learning (TEL). 

Maintaining a “broad church” within the 
accreditation system while not being over-
influenced by the fads and fashions of the profession 
is hardly a new challenge for business school deans!

Two issues at the heart of EQUIS that have 
engendered continuous debate since its 
foundation are exactly what is meant by the  
term “internationalisation” and how best to  
assess “high-quality research”. 



EFMD Global Focus: Making Brand Asia: The International Tool Kit  |  2015   41The challenges facing business school accreditation by Michael Osbaldeston

opportunities for new players, products and 
delivery channels. 

One such disruptive possibility concerns the impact of 
online learning and particularly the advent of MOOCs. 

Whether these are the “monster under the bed” 
about to revolutionise and replace the traditional 
business school or merely another contribution 
to the wide array of teaching and learning 
methodologies is a hotly debated question. 

However, some of the early hype does seem to 
have been mitigated, in part by challenges to the 
underlying business model. Nevertheless, the 
established approach to the quality assessment of 
programmes, whether full-time, part-time, modular 
or blended, will have to evolve as technology 
enhances or replaces the traditional classroom. 
Hence, the establishment by EFMD of the TEL  
task force referred to earlier and the intention  
to re-examine the current programme standards.

One final challenge that confronts the accreditation 
world is whether the process should be primarily 
about judgment at a particular moment in time, 
followed by advice for future development, or about 
guided development at any stage in the process, 
which may or may not lead to an accreditation 
outcome. The former is seen by some schools as 
too judgmental and elitist with the latter viewed 
as more inclusive and developmental.

As a reflection of EFMD’s values of wishing to 
provide benefit for the whole business school 
community it has recognised an increasing need for 
some form of guidance process to assist schools in 
achieving either EQUIS or EPAS accreditation. This 
could contribute at any stage in the process, from 
gaining eligibility, through undergoing peer review, 
to post-accreditation development. 

The details of this EFMD “gateway” advisory 
service for accreditation (EGATE) are currently 
work in progress. But what is obvious so far is 
that some schools would warmly welcome such 
advice, provided by experienced advisors and 
available flexibly over time. 

What is equally obvious is that guided development 
must be entirely independent of the assessment 
process and carry no guaranteed outcome. While 
further work is required, this innovation simply adds 
to the increasing list of many and varied challenges 
that ensure accreditation remains at the forefront of 
business school quality assurance and development.

2
Two issues at the 
heart of EQUIS that 
have engendered 
continuous debate 
since its foundation 
are exactly what is 
meant by the term 
“internationalisation” 
and how best to 
assess “high-quality 
research”

Internationalisation is often perceived as being 
reflected in the nationality mix of students and 
faculty, together with advisory board members, 
partner schools and recruiting organisations. While 
this cultural diversity of a school’s community, as 
measured by what has become known as  “passport 
counting”, is of course important, a much deeper 
understanding of internationalisation results from  
an assessment of how a school has adapted its 
education and research to an increasingly global 
managerial world. 

Research that explores international challenges, 
education that incorporates an international 
curriculum and exposure that encourages 
international mobility and employment, all 
provide evidence of true internationalisation.

The issue of high-quality research is perhaps the 
more controversial question to answer. Some will 
argue that the only reliable measure of research 
quality stems from publication in top international 
journals while others see the impact of research 
output on the business world as a more appropriate 
method of assessment. 

EQUIS has always defined research as a broad 
spectrum of intellectual endeavour, ranging  
from scholarly publications aimed primarily at  
the academic community, through professionally 
relevant publications and activities aimed at 
organisations and business practitioners, to 
educationally relevant productions aimed at learners 
and teachers in universities, schools and companies.

This broad view of research and development 
encompasses a diverse range of activities concerned 
with enlarging managerial knowledge and improving 
business practice. While there is a continuing need to 
develop more robust evidence and performance 
metrics, encompassing impact, innovation and 
engagement, the EQUIS research standards will 
continue to emphasise this broad approach, where 
measuring the impact on all user communities  
is an essential element of quality assessment.

Some other recent business school developments 
that have affected the EQUIS approach to 
accreditation include the growth of joint 
programmes, increasing collaboration and 
partnerships (often across international boundaries), 
and the emergence of mergers and other forms  
of restructuring, some aimed at gaining critical 
mass and others driven by economic necessity. 

Designing new policies to encompass this increasing 
complexity is both challenging and developmental, 
but merely reflects the changing world of business 
education. The explanation for this, of course, ranges 
from the natural evolution of an established industry 
adjusting to a period of unprecedented turbulence 
to the disintegration of a value chain, creating 
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Thomas Bieger (President of University of St Gallen in 
Switzerland) explains how the University of St Gallen  

used the new Business School Impact Survey  
to consolidate and build on its local roots
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Compared to other institutions of higher 
education, business schools face a 
specific challenge regarding caring about 
this local “embeddedness” because:

•  their graduates work for global 
companies and not for the regional 
economy and society as do most 
medical doctors, lawyers and 
teachers that traditional 
comprehensive universities produce

•  to achieve their global ambition, they 
rely on the professors and leadership 
that the global faculty market provides

•  from the public’s point of view they  
are often those responsible for bad 
management practices and are even 
the source of economic crises. This  
is most predominant in respect of the 
best business schools in a country  
with a dominant market share. Many 
view these schools as embodying an 
ever-present risk that their alumni  
will feature in tomorrow’s negative 
headlines about incompetent managers.

All of the above are reasons why the 
University of St Gallen in Switzerland has 
undertaken the Business School Impact 
Survey (BSIS) assessment process offered 
by EFMD Global Network and FNEGE 
(French National Foundation for 
Management Education).

The University of St Gallen’s vision is  
to establish and further its position in 
the worldwide university landscape. 
However, 20% of its overall financial 
budget originates from its region, the 
Canton of St Gallen, while only 10%  
of its students do. 

As one of 10 state universities in 
Switzerland, it is the only specialised 
university whose graduates, unlike those 
of the universities of Basel and Zurich, 
leave the region, with only a small 
minority remaining. Sixty-four per cent 
of its faculty are non-Swiss and only 5% 
originate directly from from the Canton 
of St.Gallen. 

How being embedded in your region helps growth by Thomas Bieger

40%
Airport customers are 
rather dispersed, some 
of them live up to 100 
miles away, which is 
true of a minimum  
of 40% of hub transfer 
passengers

20%
20% of the University 
of St Gallen’s overall 
financial budget 
originates from its 
region, the Canton of 
St Gallen, while only 
10% of its students do

Imagine you are the chief executive of 
an airport whose customers are rather 
dispersed. Some of them live up to 100 

miles away, which is true of a minimum 
of 40% of hub transfer passengers. 

Your main concern is your airport’s 
international positioning against the 
major hubs and their worldwide 
competition. Your main markets are 
international transfer passengers and 
international airlines. You therefore 
recruit top staff and specialists from an 
increasingly competitive international 
labour market. 

However, access to local resources is  
key for the expansion of your airport,  
the local labour market, rail and road 
access, subsidies for those public  
services that your airport delivers and the 
development of neighbouring businesses. 

Simultaneously, the regional environment 
sees the negative impacts, such as direct 
externalities like noise; and many locals 
regard indirect externalities, such as the 
role of the airport as a representation of 
globalisation, as a threat.

Many companies with operations fixed to 
a specific location face similar challenges. 
They compete in international markets 
but have to combine their international 
reach – even their global reach – with 
their local and regional roots. They rely 
on local resources and regional and 
national laws regulate them. 

The same is true of business schools – 
not just traditional, campus schools but 
also multi-campus universities and virtual 
business schools offering pure e-learning 
products. All of them need to nurture 
their local roots. For example, they  
need at least a legal local base to ensure 
accreditation. Further, they draw on the 
brand and image of their home base. 

Many companies with operations  
fixed to a specific location rely on  
local resources and regional and  
national laws regulate them
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Embeddedness implies  
full integration into not  
only regional social and 
economic networks but  
also political and technical 
ones. A purely transactions 
level is not sufficient

Moreover, in the aftermath of the global 
financial crises, St Gallen – like all the 
leading business schools in Europe – is 
perceived in terms of the failure of a few 
of its thousands of graduates in leading 
management positions. The university  
is thus criticised as one of those mainly 
responsible for the economic problems 
during the crisis years.

By producing an extensive self-evaluation 
report as part of the BSIS process the 
university not only clarified the impact 
measurement criteria but also developed 
them further. The clear structure of the 
report template has allowed a thorough 
internal review of the university’s goals 
and strategy. 

More importantly, the two-day onsite 
BSIS peer review allowed reflection on 
the entire embeddedness management 
process. Interviews with local stakeholders 
provided an independent review of all 
of the university’s links, which allowed 
new ideas for actions and strategic 
adjustments to emerge. 

Embeddedness is defined as “the  
way in which organisations or actors  
become tied into the local business 
and institutional environment” (see 
Alderman 2004 in Kern-Ulmer 2011 p26).

Embeddedness not only encompasses 
different layers of links and processes 
(social, political, economic; see Hayter 
2004), but also of logistical/technical 
processes. However, this embeddedness 
cannot be delegated to political lobbies. 
Integration into regional value networks 
is as important as the visibility and the 
integration of a school’s representatives, 
its leadership and its professors in the 
region’s social networks. 

Multi-campus operations have to take 
the different cultural and institutional 
contexts (see North 1990, …humanly 
devised constraints that shape human 
interaction) into account, since the type 
and level of integration expected need  
to vary. Most importantly, the various 
stakeholders, who mostly represent local 
resources, must also be acknowledged.

For business schools these stakeholders 
could comprise regional/national 
regulation and accreditation authorities, 
the regional student market (students  
act as multipliers to the broader society),  
civil interest groups, public authorities in 
charge of infrastructure such as  transport 
and construction authorities, the regional 
labour market, local suppliers and service 
partners, and location marketing 
associations.

Embeddedness and strategies related 
to it are important moderators of the 
value creation processes (see Kern-Ulmer 
2011). Like any strategic activity, 
embeddedness needs an approach 
inspired by the familiar management 
cycles of measuring, planning, acting 
and controlling. 

Consequently, long time horizons  
and a relational approach are crucial.  
Purely transactional activities with a  
short perspective, such as information 
and lobbying campaigns before a 
construction project starts, are very often 
perceived as opportunistic and may even 
be counterproductive in the longer term. 

Extensive indicators need to be defined 
to monitor a business school’s regional 
impact. Impact measurement should 
therefore not only encompass traditional 
economic dimensions such as the 
regional value added (in the University of 
St Gallen’s case, 1 SFR of regional public 
money converts into a regional income 
of 5 SFR). However, a purely economic 
perspective can easily be seen as only 
transactional and tactical. 

Social interlinks can be divided into 
direct links to core processes, such as 
the number of projects and graduate 
placements with regional companies, 
and more general, indirect ones, such 
as employees’ links with regional 
organisations, the number of hours 
they spend as volunteers in regional 
associations and so on. 
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FURTHER INFORMATION

If you would like further information or are interested in 
your school taking part in BSIS please contact: Gordon 
Shenton gordon.shenton@efmdglobal.org, Michel Kalika 
michel.kalika@efmdglobal.org or bsis@efmdglobal.org 

ABOUT THE AUTHOR

Thomas Bieger is President, University of St Gallen, 
Switzerland

University of St Gallen faculty have active 
supervisory or management roles in more 
than 200 companies and foundations 
listed in the Swiss Commercial Register 
and approximately 40% of these are 
located within the region. 

There are also other important impacts, 
such as an organisation’s image and its 
contributions to local/regional brands. 

Nevertheless, the negative impacts  
in each dimension also need to be 
considered, for example a business 
school’s influence on the local real 
estate market and rents, traffic, loss  
of regional identity and others.

As mentioned, embeddedness implies 
full integration into not only regional 
social and economic networks but also 
political and technical ones. A purely 
transactions level is not sufficient. 

General corporate social responsibility 
concepts (see Social Responsibilities of 
Business Corporations 1971) can inspire 
and define embeddedness goals at 
different levels. For example, an operation 
can be:

•  compliant, in the sense that it fulfils all 
the legal requirements of its regional 
links

•  responsible, by accepting additional 
remits 

•  responsive, by taking a proactive role 
and, taking all its relevant positive and 
negative impacts into account, trying to 
influence the region’s systems positively

The University of St Gallen operationalised 
its embeddedness goal as “the university 
is not only seen as a factor of regional 
benefits but as an important factor of 
regional life” (a relational and not only  
a transactional perspective). A related 
instrumental goal was “every citizen at 
least indirectly has an access or direct 
contact as employer, speaker, visitor, 
supplier, friend to a unit or representative 
of the university”. 

Measures such as presenting public 
events, delivering not only public lectures, 
but also comprehensive programmes, 
acting as a point of contact for regional 
SMEs, contributing to regional events by 
means of faculty and staff presentations 
and organising decentralised stakeholder 
meetings (round tables) are important. 

The overarching goal is to assure long-
term access to local resources such  
as the local labour market, the student 
housing market, efficient local suppliers, 
to be socially and politically accepted  
and to be perceived as legitimate in  
order to enjoy long-term political support 
in budget discussions or for upcoming 
construction projects. 

An additional goal is to develop the 
location’s competitive position, especially 
its industrial clusters, quality of life and its 
local brand.

In this process, outside views allowing 
reflection on an organisation’s approach 
are helpful, a key role of BSIS.

Since the entire management education 
industry, like any other operation with  
a fixed location, faces similar challenges, 
the exchange of know-how in the  
BSIS scheme is of real value. In addition, 
boards and local politicians want to be 
sure that the university management 
links properly with its environment. The 
external legitimation of a university’s 
embeddedness activities is therefore 
compulsory. 

Going through BSIS has been very 
beneficial for the school, as it brings a 
well defined and structure process for 
developing new instruments and for 
providing data on the important strategic 
challenges that our “industry” faces. 

How being embedded in your region helps growth by Thomas Bieger

200
University of St Gallen 
faculty have active 
supervisory or 
management roles  
in more than 200 
companies and 
foundations listed in 
the Swiss Commercial 
Register and 
approximately 40%  
of these are located 
within the region
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EFMD is a global, membership driven organisation, based in Brussels, 
Belgium, with international offices in Asia and the Americas. As the largest 
international network association in the field of management development, 

the EFMD network includes over 840 institutional members and reaches over 
25,000 management development professionals from academia, business, public 
service and consultancy across 82 countries worldwide.

EFMD plays a central role in shaping an international approach to management 
education and is a unique forum for information, research, networking and debate 
on innovation and best practice in management development.

EFMD fulfills its mission by offering a range of services which have been developed 
over the last 40 years to meet the needs of its members. These include conferences 
and seminars around the world that address key issues for our industry, surveys and 
the dissemination of knowledge, quality improvement and accreditation via EQUIS, 
EPAS and CLIP as well as the EFMD Deans Across Frontiers mentoring programme 
(EDAF) and Business School Impact Survey (BSIS). For more information please log 
on to https://www.efmd.org/.
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About EFMD

EFMD acts as a catalyst to enhance excellence in 
management education and development globally
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Established in 1927, FICCI is the largest and oldest apex business  
organisation in India. Its history is closely interwoven with India’s struggle 
for independence and its subsequent emergence as one of the most 

rapidly growing economies globally. FICCI plays a leading role in policy debates 
that are at the forefront of social, economic and political change. Through its  
400 professionals, FICCI is active in 70 sectors of the economy. FICCI’s stand  
on policy issues is sought out by think tanks, governments and academia. Its 
publications are widely read for their in-depth research and policy prescriptions. 
FICCI has joint business councils with 79 countries around the world.

A non-government, not-for-profit organisation, FICCI is the voice of India’s 
business and industry. FICCI has direct membership from the private as well  
as public sectors, including SMEs and MNCs, and an indirect membership of  
over 83,000 companies from regional chambers of commerce. 

FICCI works closely with the government on policy issues, enhancing efficiency, 
competitiveness and expanding business opportunities for industry through  
a range of specialized services and global linkages. It also provides a platform  
for sector specific consensus building and networking. Partnerships with 
countries across the world carry forward our initiatives in inclusive development, 
which encompass health, education, livelihood, governance, skill development, 
etc. FICCI serves as the first port of call for Indian industry and the international 
business community.
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NOVEMBER 2015

EVENT

EQUIS Accreditation Seminar 

DATES 

11 Nov 19:30 / 12 Nov 19:00 

HOST

Manchester Business School 
– Americas Centre, Miami 

LOCATION

Miami, United States

EVENT

2015 EFMD Career  
Services Conference 

DATES 

18 Nov 19:15 / 20 Nov 15 15:30 

HOST

University of Groningen 

LOCATION

Groningen, The Netherlands

EVENT

EFMD GN Asia  
Annual Conference 

DATES 

20 Nov 09:00 / 22 Nov 17:00 

HOST

Sasin Graduate Institute of 
Business Administration of 
Chulalongkorn University 

LOCATION

Phuket, Thailand

EVENT

EFMD Quality Services Seminar 

DATES 

22 Nov 09:00 / 22 Nov 15 17:00 

HOST

Sasin Graduate Institute of 
Business Administration of 
Chulalongkorn University 

LOCATION

Phuket, Thailand

NOVEMBER 2015 cont

EVENT

2015 EFMD Africa Conference 

DATES 

29 Nov 19:00 / 01 Dec 18:00 

HOST

Institute of Finance Management 
(IFM), Dar Es Salaam, Tanzania 
with the support of IESEG School 
of Management 

LOCATION

Dar Es Salaam, Tanzania

DECEMBER 2015

EVENT

EFMD Advisory Seminar  
– The Impact Challenge 

DATES 

02 Dec 19:30 / 03 Dec 16:00 

HOST

EFMD 

LOCATION

Brussels, Belgium

EVENT

2015 EFMD Conference  
on Master Programmes 

DATES 

09 Dec 16:00 / 11 Dec 13:00 

HOST

Católica Lisbon School of 
Business & Economics 

LOCATION

Lisbon,  Portugal

JANUARY 2016

EVENT

2016 Excellence in Practice 
Award - Information Session 

DATES 

12 Jan 13:00 / 12 Jan 14:00 

HOST

EFMD 

LOCATION

Web-based

JANUARY 2016 CONT

EVENT

2016 EFMD Conference for 
Deans & Directors General 

DATES 

25 Jan 15:00 / 26 Jan 23:30 

HOST

Corvinus University of Budapest 

LOCATION

Budapest, Hungary

FEBRUARY 2016

EVENT

2016 Excellence in Practice 
Award – Information Session 

DATES 

01 Feb 17:00 / 01 Feb 18:00 

HOST

EFMD 

LOCATION

Web-based

EVENT

Research Leadership 
Programme – Cycle 6  
– module 1/3 

DATES 

22 Feb 19:30 / 24 Feb 16:30 

HOST

EFMD & EURAM 

LOCATION

Brussels, Belgium

EVENT

2016 EFMD Entrepreneurship 
Education Conference 

DATES 

24 Feb 17:30 / 26 Feb 13:30 

HOST

Solvay Brussels School of 
Economics and Management, 
ULB – Université Libre de 
Bruxelles 

LOCATION

Brussels, Belgium

MARCH 2016

EVENT

2016 Excellence in Practice 
Award - Information Session 

DATES 

04 Mar 09:30 / 04 Mar 10:30 

HOST

EFMD 

LOCATION

Web-based

EVENT

2016 EFMD (ESMU) – 
HUMANE Winter School 

DATES 

06 Mar 18:00 / 11 Mar 18:00 

HOST

UPF Universitat Pompeu  
Fabra Barcelona 

LOCATION

Barcelona, Spain

EVENT

2016 EFMD MBA Conference 

DATES 

13 Mar 18:00 / 15 Mar 15:00 

HOST

ESADE 

LOCATION

Sant Cugat (Barcelona), Spain

EVENT

Research Leadership 
Programme – Cycle 6  
– module 2/3 

DATES 

31 Mar 09:30 / 01 Apr 16:30 

HOST

EFMD & EURAM 

LOCATION

Brussels, Belgium
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Upcoming events

For more detailed information, 
please visit our website:  
www.efmd.org  
or email info@efmd.org



Challenging experiences like the Peer Review support our  
continuous drive for excellence. Getting solid and constructive  
feedback from peers is a great alternative to external consulting  
and the whole CLIP process has been of immense value to the  
Leadership Academy.
DANIEL KÖNIG 
FORMER HEAD LEADERSHIP ACADEMY, SWISS RE

www.efmd.org/CLIP

www.efmd.org/CLIP

Companies are under ever greater 
pressure to manage their learning 
and people development processes 
strategically.

To meet these challenges, the learning 
and training function in many firms 
has been enhanced to give it a central 
strategic role in the form of Corporate 
Universities, Corporate Business 
Schools, Academies, Management 
Institutes, among others.

EFMD's Corporate Learning 
Improvement Process has been 
created to provide sophisticated 
means of assessment in order to 
measure their effectiveness and 
justify the investments made. 

CLIP seeks to identify the key factors 
that determine quality in the design 
and functioning of corporate learning 
organisations.

CLIP is a service for EFMD members. 
The CLIP scheme is monitored by  
a Steering Committee made up of 
leading professionals in the field, 
including Chief Learning Officers from 
major companies, with input from 
Executive Education specialists from 
major International Business Schools. 

CLIP
Quality Improvement in  
Corporate Learning Organisations

Hosted by Luiss Business School 

12-14 June 2016
Rome

EFMD Annual 
Conference

Collaboration   /   Innovation   /   Partnerships
Networking   /   Industry

www.efmd.org/events
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Brand ASIA
The next revolution:challenges  
and opportunities for the world

An essential event for all those interested in management education and 
development, bringing together EFMD Global Network members, companies, 
educational institutions and other associations with an interest in Asia.

SPEAKERS INCLUDE: 

Dipak C Jain 
Sasin Graduate School of Business 
Administration and Former Dean of 
INSEAD and Kellog School of Management

Kenji Yokoyama 
Pro Vice-President and Executive Dean 
Ritsumeikan Asia Pacific University, Japan

Ajit Rangnekar 
Dean 
Indian School of Business, India

Rajiv Verma 
CEO  
HT Group, Board Member, The Bridge 
School of Management India

Tan Chin Tiong 
Founding Provost and Adviser to President 
Singapore Management University, S’pore

Zeger Degraeve 
Dean 
Melbourne Business School Australia

Donghoon Kim 
Dean 
Yonsei School of Businesss,  
Korea 

Yuan Ding 
Dean and VP 
CEIBS, China

Michael Pich 
Dean 
Executive Education, INSEAD

2015 EFMD Global Network
Sasin Graduate Institute of Business Administration,  
Chulalongkorn University

20-22 November 2015  |  Phuket, Thailand

To register: 
Log on to www.efmdglobal.org  
or email jiajia.zhu@efmdglobal.org

www efmdglobal.org/events




